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Write for Your Copy of the 
Studio Beau monde "Gallery 
of Fashion” Brochure Today 


Distributed by 


Eddie Allan, Tampa, Flo. « The Art Products Co., Detroit, Mich. « Boder’s 
Disp. House, Honolulu, Hawaii + Baltimore Disp. Ind., Baltimore, Md. 
C. Barrango Co., San Francisco, Calif. + Mr. Rod Clancy, Portland, Ore. « Art R. 
Cohen Co., Pittsburgh, Pa. « Samuel C. Dutch & Son, Buffalo, N.Y. * Semuel C. 
Dutch & Son of Flo., Miami, Fla. « Eastern Disp. Inc., Boston, Mass. * General Disp. 
Corp., Cincinnati, Ohio + Hecht Fixture Co., Chicago, Ill. + L.E. Hier Disp. Equip. 
Co., Inc., Minneapolis, Minn. + B. A. Jacobs Co,, Los Angeles, California 
Kehoe Disp. Fix. Co., San Francisco, Calif. » Walter W. Martin, Denver, Colo. 
Midwest Disp. Equip. Corp., St. Lovis, Mo. + National Equip. Corp., Kansas 
City, Mo, + Naythons Disp. Fix. Co., Philadelphia, Pa. + Melvin S. Roos & 
Co,, Atlanta, Ga. » Mr. Leonard Stark, Dalles, Texas * Mr. MacThigpen, 
Burlington, N.C. + Wray Williams Disp. Co., Memphis, Tenn., New Orleans, Lo. 
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eal monde 


MANIKINS BY KORRECT-WAY 
Division of American Fixture & Manufacturing Co. « St. Louis 3, Mo. 
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NOW IN USE IN HUNDREDS OF AMERICA’S GOOD STORES EVERYWHERE 


FACTS and Experience PROVE WLS Visyi/, St 


methods and fixtures SELL MORE at lower 
cost of selling...and greater customer satisfaction 


It’s too costly to stick with old methods and equipment, 
when new engineered ways prove and out-distance . . . 
nothing is more certain than obsolescence. These are 
but a few of our proven by research inventions for 


It’s time to change to DIESEL SELLING POWER better retailing. 


FOR BUTTONS 





FOR BAILEY, GREEN & ELGER—(BG&E) 
New “Sales Slant’ button section—500 styles on open view, 10,000 
in stock in drawers. More Sales... Faster Sales... More Profits. 


FOR HICKOK 
FOR HOUSE FURNISHINGS Stores report 300% and more increase. No added selling 


cost—greater customer satisfaction—easy to select—less 
out of best Sellers—more sales per square foot. 


FOR NOTIONS 


FOR EKCO 

Set of 6 different fixtures. 
Each unit in its place—ease of 
selection. Every store reports 
increased Sales with ease. 





Write Today 


Ask our associate to 

call and see you soon 
—no obligation FOR SPOOL COTTON 

. .» Notions of all Types. Hundreds of stores now enjoy this 

: new Section. Complete showing and reserve stocks with 

FOR NESCO.. . Electric Roasters inventory control. 


ius 6 
ee J W. L. STENSGAARD AND ASSOCIATES, INC. 











346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 


It’s the last 3 feet that count most. > 
Speciclists in Merchandise Presentation * Demonstration * Displays * Exhibits 
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OUR NEXT ISSUE 


An article by W. L. Stensgaard will 
be one of the features of the next issue 
. . « Other features will include one on 
"The Three C's Of Store Layout," by 
Kim Hoffmann and Stephen Heidrich, 
one on some extremely interesting dis- 
play treatments for the showing of 
lamps, reports on contemporary display 
around the nation, and others on equal- 
ly pertinent subjects. 


THE COVER 


This display is by T. F. Floers, W. & 
J. Sloane Company, Beverly Hills, Calif. 
The patio was done in Salterini iron and 
rush furniture. Backwall was of simu- 
lated white brick with an open fire- 
place; side walls were formed by red- 
wood louvres. 


EASTERN OFFICE 


47 West 57th Street, New York City 19. 
Phone Plaza 3-5989. 


SUBSCRIPTION RATES 


Published monthly at $4.00 a year for theUnited 
States, Canada, Pan-American Countries, 
Philippine Islands and Spain; all other $5.00 
a year. Canadian and foreign orders payable 
in U.S. funds by International money order 
or New York bank draft. Single copies 40 
cents. Send all subscription orders direct to 
the publication office at Cincinnati. Changes 
of address must be reported at least two 
weeks in advance of effective date; other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879 





Audit National 
Bureau of Association of 
Circulation Display Industries 


Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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Mary Brosnan’s special Carmen mannequins 
make each month's figures bigger and better! 
Our new baker's dozen of lithe-limbed sun-drenched beauties 
are selling resort wear, sports wear, beach wear and cruise wear 
as they've never been sold before! 
Two-tone blondes, custom made, with sea-breeze make-up 
that new Bermuda finish, and interchangeable toes 
for barefoot or dress-up. 


And—hold on to your seat—as low as $165. 


DEWiowns hue 


498 Seventh Avenue, New York 18 « Dot Williams, president 
Mary Brosnan Mannequins « Pacific Promotions « Patina Produ’ ts@® 


And remember 


April 19th—26th 


ipforee 


7500 Retailers are backing it up 
with windows 








Emil Corsille 


announces the New, revolutionary 
features of his 1952 Mannequin WIGS 


ie soft-as-hair WIGS allowing a perfect fit 
for millinery. 

Tw feather-edge hairlines giving that natural 
effect. 

Fw casual hair styles that bring your figures 
to life. 

i natural colors that blend with all wearing 
apparel. 

ie Size 1802 to fit today’s high-styled manne- 
quins. 

Pin: Uni-Fit Construction makes Corsillo 
WIGS interchangeable. 


Mannequin Manufacturers — Jobbers — Refinishers 
Contact Emil Corsillo, Inc. 
1343 N. La Brea Ave., Hollywood 28, Calif. 








On orders of two dozen or over, freight will be prepaid. 
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Leaguer Coated 
Auto Seat Covers 


CEDAR 
: FFOROBE Peeters 
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ideal for CoM evenings 


MAKES THEM ALL 


ONE OR MORE, single informative signs for selling merchan- 
dise, and quantity signs for general promotions. 


TWO SIDED MERCHANDISE SIGNS, simply turn the card 


over and do the second side instantly, no extra effort. 


PAPER SCROLLS for your windows or cases, and you change 
from cardboard to paper by a turn of the pressure dial. 


SCRIPT AND PLAIN TYPE, eure, both at once, brush or any 


of the new joining scripts with the basic type of your choice. 
ANGLE LINES, curves, too, any layout, you control it. 


CUTS AND PLATES, half tones, zincs, linoleum blocks, line 
rule, etc., Line-O-Scribe takes them all. 


WORDS AND PHRASES, made to match and line with any 
type you use. 


EXTRA BOLD OR LIGHT, you can reproduce every type from 
1/16 inch fine line to 10 inch extra bold. 


PROOFS AND ORIGINALS, directly on the master sheet for 


offset duplicators, lines of type or cuts for advertising layouts. 


Want to create an impression? . .. Want 

to talk confidentially to your shoppers? 

. . . Want to shout about your values? 
. Want to run a bang-up sales event? 
. Want to step up your sales volume? 
. then . 


You Need aa 
L I N E 146 Oo = Ss Cc R | B E —- ag ye 
May we send you our complete Catalog M50 illustrating and 


pricing all models of the Line-O-Scribe Sign Machine? .. . 
WRITE TODAY. 
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THE MORGAN CO. 


3984 Avondale, Chicago 4}, Ill. 
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“MATCHED DESIGN" 
STANDARD WEIGHT PEG-BOARD 
AND PEG-BOARD FIXTURES 


For general display use, you have a 
choice of smooth or leatherwood-sur- 
faced tempered hardboards, 1'-inch 
thick. The holes are *4 ¢-inch in diameter, 
on one-inch straight centers. “Matched 
Design” fixtures fit snugly into any 
holes anywhere on the board. Over 40 
different fixtures carried in stock. 





Shelf Bracket, 
Rubber Sleeve 








Purse Easel 


™* 


\ \ 
Shoe Easel * 














“MATCHED DESIGN" 
HEAVYWEIGHT PEG-BOARD 
AND PEG-BOARD FIXTURES 


For extra-heavy duty display jobs, such 
as grocery departments, heavy hardware 
displays, or automotive parts displays. 
Smooth-surfaced tempered hardboard, 
14-inch thick. Holes are %%»o-inch in 
diameter, on one-inch straight centers. 
“Matched Design” fixtures can be in- 
serted anywhere on the board. 





. fi 
eg alle 


— > 


Heavy Duty Hook 








x 
~—> 








Heavy Duty Hook Shelf Bracket 








FEBRUARY, 1952 


Change 


JOIN THE HUNDREDS 
AS A SHORT- 


THIS 20 FOOT 


“MATCHED DESIGN" 
ALLOWS FULL FLEXIBILITY 


Select Peg-Board and “matched de- 
sign” fixtures for any display requir- 
ing quick changes . . . a fashion 
accessories window, or a sporting 
goods department. Any arrangement 
of almost any merchandise can be 
hung on Peg-Board . . . no nails, 
no screws, no tools. Just a swing of 
the arm and you can move the fix- 
tures from one location to another. 
Imagine having a sporting goods 
department where you display ten- 
nis equipment today, fishing rods to- 
morrow, and baseball equipment the 
day after. All this is yours without 
having to make new installations, 
without bringing a single tool to the 
selling floor, and without spending 
hours in preparation. Try Peg- 
Board in your toughest display loca- 
tion and convince yourself. 
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Displays in Minutes ' 


NOW ALREADY USING THIS MODERN, FUNCTIONAL PEG-BOARD 
CUT TO BETTER WINDOW AND INTERIOR DISPLAYS 





PEG-BOARD AREA COMPLETELY MERCHANDISED IN 34 MINUTES! 





= designed for every type of merchandise. WRITE TODAY FOR 


<< 


SS) Fixtures hold merchandise in a natural 
EXCLUSIVE . oH FREE CATALOG: 
LOK FEATURE manner with a minimum amount of fixture 


visible. In addition to simple hook fix- A request on your letterhead 
tures, you have a choice of shelf brackets, will bring you a complete list- 
dish easels, purse easels, hat brackets, shoe ing of “matched design” Peg- 
easels, literature racks, lingerie bracket Board and Peg-Board Fix- 
and tool rack. tures. 


“MATCHED DESIGN" FIXTURES AUTHORIZED PEG-BOARD DISTRIBUTORS 


“LOK” ANYWHERE ON 
THE BOARD PEG-BOARD OF NEW YORK PEG-BOARD OF CALIFORNIA 


131 E. 64th St., New York 21, N. Y. 4833 Exposition Blvd., Los Angeles 16, California 























Each fixture has the famed “lok” 
ends, and may be inserted anywhere 
on the board... “lok” ends prevent 
removal of fixtures without first re- 
moving the merchandise. 





is the Reg. TM of, ond is produced exclusively by 


* B.B.Butler Mfg. Co., Inc. 


OVER 40 DIFFERENT FIXTURES 
3150 RANDOLPH ST., BELLWOOD, ILL. 


AVAILABLE IN STOCK 


Immediate delivery available on fixtures 
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® Profits Blossom 


Early 


— THIS SPRING... 
© * Tr if you build your sales 
wii iii with Sherman’s Spring 


Be ready for your Spring buying 
: ; 
PLAID C-442 GREEN AND YELLOW ON WHITE 
C-443 MAROON AND LT. BLUE ON WHITE 
C-444 PURPLE AND CHARTREUSE ON WHITE Spring designs to set off your new 


traffic. Use Sherman’s compelling 


Spring merchandise. 
To learn about Sherman’s new 


WATERFALL PHOTO-PANEL P-773 . profit-boosting display ideas, send 


an Ge ' = for the free Spring and Summer 
me Display guide — Dept. D2. 
pa PAPER PRODUCTS CORPORATION 


BROAD STRIPE AWNING NEWTON UPPER FALLS 64, MASS. 
S-920 BLUE AND WHITE S-922 GREEN AND WHITE 
ee ee ee CHICAGO NEW YORK LOS ANGELES 














Your Spring Displays Need 
“NATURALIKE” GRASS MATS 


“NATURALIKE" 
are the finest 
GRASS MATS 
you can buy. Ask 
for “"NATURALIKE" 
when ordering. 


Whatever your display may be—it will look better made in the following sizes: 3'x6', 3'x15', 3'x30', 
and “sell” better with “NATURALIKE” Grass Mats. 5'x6', 5'x10', 5'x15'. 

Newly improved, with lines of stitching 1” apart— TUFF TURF SPRINKLINGS 

closely trimmed, and dyed a verdant green, these The new economical “fill-in” material for odd shaped 
ultra high quality mats will enhance your every spots difficult to fit with regular mats. Easy to reuse. 
display. Available in 3 lb. cartons. Grass green to match 
Fireproofed and mildewproofed—made of the finest your “Naturalike” grass mats. Fireproofed and 
raffia—multistitched to a durable burlap base, and mildewproofed too. 


Order your “NATURALIKE" grass mats and TUFF TURF SPRINKLINGS from your display jobber now — today. 














Wowie n ate aa MEMORIAL GRASS CO. 


fyor yor: =A a: UHRICHSVILLE OHIO 
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Cogswell Cromwell 


Display Director for the Davison-Paxon Co., Atlanta, Georgia 


Cogswell Cromwell started his retail display experience at Lord and Taylor 

in 1931, and shortly thereafter was transferred to a sister store, the 

J. N. Adam and Company in Buffalo, New York, as Display Manager. In 1938 
he accepted the position of Display Director for the H. and S. Pogue Company, 
Cincinnati, Ohio, spent two years in the army with a Visual Aids Section, 

and left Pogue’s in 1948 to go into business for himself. He joined 

Davison’s in November of 1951, and his prime project is to coordinate the 
display functions of Davison’s five branch stores with the departmental operation. 


r 


Davison-Paxon Company, Atlanta 


Davison’s, Augusta, Ga. 


DAVISON-PAXON COMPANY 


A Division of R. H. Macey & Co. 
is a 62-year-old department store, and the second 
largest in the whole South. It is the only depart- 
ment store on Atlanta’s famed Peachtree Street, 
and a fine shopping center has grown around 
the location Davison’s pioneered in 1927. Its 
modern branch stores are also leaders in each 
of their communities. The store’s major expan- 
sions have taken place in the last five years — 
and it expects to continue its healthy growth 
just as the entire region it serves expects its 


at a 
The Davison Sign Shop is managed by Robert Gordon, where 
3 Late Model Printasign Machines are used and supple- ' ys acs, a tisin, 
mented by other equipment. Printasign Machines signature says: “Davison’s of Dixie” — which it 
are also used in 3 of Davison’s branch stores. truly is. 


REYNOLDS PRINTASIGN CO. 


608 SO. DEARBORN ST. ° CHICAGO 5, ILL. 


economy to continue improving. Its advertising 
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GROWING BIGGER EACH YEAR! 


You'll want to participate in the 


THIRD ANNUAL 
DISPLAY WORLD INTERNATIONAL 


DISPLAY CONTEST 


The success of the 1951 contest is best indicated by the 3,262 
entries which were received from all over the world. We are 
confident that the recognition of the world's finest display skill 
afforded by this contest will have a definite influence in obtaining 
more attention to the importance of display in retail merchandising. 
This Third International Display Contest — with 309 awards — 
will continue to prove an incentive to still better display throughout 
the world and to reward outstanding displaymen with tangible 
evidence of their ability. It is our belief that this recognition of 
meritorious work will benefit the entire profession, and we view it 
as one of our obligations to the field we serve. All displaymen are 
invited to participate. There are no restrictions. 

Top awards will be beautiful gold, silver and bronze plaques, and 
there will be gold, silver and bronze medals presented in each of 98 
classifications covering every type of merchandise. In addition, a 
gold medal will be awarded each month for the best display entered 
in the contest during that month. Thus there will be a total of 
309 awards. 

Every displayman, no matter where, is invited to participate in this 
contest. There are no strings attached, no entry blanks, no slogan- 
writing; nothing is required but good displays. Read the rules care- 
fully and get your entries started today .. . and keep them coming. 
The more entries submitted, the better your chances for interna- 
tional recognition. 


CLASSIFICATIONS 


Women's and Misses eve- 35. Yard goods. 68. Florist display 


ning wear. 36. Notions 69. Photographic equipment 


. Women's dresses. 37. Linens, bedding. 70. Optical goods. 
. Women's sportswear 38. Furniture. 71. Exhibit booth. 
Women's coats, suits 39. House furnishings 72. Exhibit display. 


. Furs. 40. Paints. 73. Institutional display. 


Bridal display 41. China, glassware 74. Civic display. 
. Lingerie. 42. Silverware. 75. Christmas interior. 


. Millinery. 43. Toys. 76. Christmas facade and 


Women's footwear 44. Luggage. marquee. 


. Women's hosiery. 
. Handbags, umbrellas. 47. Radios, television sets 
ae $ gloves. 48. Gift novelties. 
. Women's handkerchiefs. = lil 
- Corsets, surgical garments. 51. Greetina cards institution display. 
. Women's bathing suits 52. Drugs . Travel display. 
. Cosmetics, perfumes, etc. 53. Tobacco, smoking 
. Children's apparel. equipment 
. Children's footwear 54. Groceries 
Children's hosiery. 55. Candy. 
. Infant's wear. 56. Liquor, other bottled goods Easter display. 
clothing. 57. Refrigerators 
shirts. 58. Ranges. 
neckwear. 59. Laundry equipment 
hats. 60. Lamps. 
shoes. 61. Electric and gas appliances 
socks. 62. Vacuum cleaners. 
underwear. 63. Kitchen equipment 
. Men's swim suits 64. Garden tools and 
. Men's sportswear. equipment. get", etc. 
. Men's toiletries. 65. Hardware. 
. Men's robes. 66. Automobile showrooms. 
. Men's evening wear. 67. Automobile accessories unit. 
. Men's gloves. and equipment. . Miscellaneous. 


Mail Your Entries to Contest Editor 


46. Musical instruments 78. Floats. 


. Anniversary display. 


. Style show setting. 


Sno 
9 $ 


45. Sporting Goods 77. Christmas window display. 


Showcards, pen-lettered. 
. Showcards, machine-lettered. 
Showcards, hand-lettered. 
. Banks and other service 


Animated display, interior. 
Animated display, window 


. Valentine Day display 


Mother's day display. 
. Cotton Week display 
. Father's Day display 
. Independence Day display 
. Thanksgiving Day display 


. Interior ''shops'’, such as 
“Town & Country", ''Bud- 


. National advertiser's display. 
. National advertiser's display 


Liz» 


Yu wh fuer 


ereses Senses 


. Any displayman in the world may enter this contest. It is 
not Y a subscrib 


to DISPLAY WORLD. 





. All * ened must be of displays installed during the year 
1952. 


Entry is by means of one or more unmounted black-and- 
white glossy photographs, preferably 8 x 10 inches in size. 
As many entries may be made as desired. No entries will 
be returned. 

Each photograph must be clearly marked on the back with 
the name of the entrant, store, city, and contest classifi- 
cation. Example: “John Jones, Dexter & Sons, Kansas 
City, Mo. Classification No, 74”. 

All entries become the property of DISPLAY WORLD. 





. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1. 

Entries may be submitted at any time. All entries re- 
ceived during a given month will be judged for the 
monthly gold medal award for the “Display of the Month”. 
The contest ends December 15th, 2. 


. The entry judged best in its classification will receive 3 


points and a gold medal; second best, 2 points and a 
silver medal; third best, 1 point and a bronze medal. The 
entrant who receives the greatest total number of points 
will be awarded a gold plaque, suitably engraved; the 
one receiving the second greatest total number of points 
will receive a silver plaque; the third greatest total num- 
ber of points will be awarded a bronze plaque. 


. Each photograph entered will be eligible for only one 


classification. 

Judging for the annual awards will be done by an out- 
standing board of well-known display authorities. Their 
decisions will be final. 


. Judging for the monthly “Display of the Month” gold 


medal award will be done by the editorial staff of DIS- 
PLAY WORLD. Their decisions will be final. 


. In case of a tie, duplicate awards will be made. 


DISPLAY WORLD, cinciINNatI, oHIO 
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312 east 3rd st. ° los angeles 13, ealif. 


presents ... 








MANIKIN, } 4 
FLEX!-SHOES —— 


$$401—Suede Finish 
the FIRST shoes made expressly for manikins! 


*Made of flexible Neoprene. 





Because of their flexibility, MANIKIN FLEXI-SHOES 
will fit any manikin. For small feet, the shoes can be 
shaped to the foot—for large feet, they can be 
stretched. 





They need no polishing—a damp cloth is all that is 
required to keep them clean. 

The color can be easily changed to fit the fashion 
needs of the season. Special paint is obtainable from 
us at a nominal cost. 


MANIKIN FLEXI-SHOES 
are now made in leather and 
suede finish. They will soon 
RECA 


be available in alligator and 
snakeskin finish. 


FINISHES: Leather - Suede 


COLORS: Black - White - 
Midnight Blue - 
Green - Brown - Lime 
Also 2-Tone per pair 


Combinati 
ombinations f.0.b. Los Angeles 


(Distributors inquiries invited) 





Use this convenient Order Form, 


DISPLAY ORIGINALS CO., 
STB301 312 E, 3rd St., 
Los Angeles 13, Calif. 


Please send the following MANIKIN FLEXI-SHOES: 


No. Pairs Style Color 


Check Enclosed [] Store Ee eS ies Hae te 
Ship C.0.D. 9 PM cairns sti ina 


SBU501 
Charge Our Account [] City & State iia A 














DISPLAY 


An island display facing a bank of elevators. In- 
corporating a setting similar to the other displays, this 
display draws attention from three different directions. 
Notice how the Deca Pole finished in a spring color blends 
with the display and actually becomes part of the display 
itself. 


wy A single Deca Pole mounted between the counter 
top and the ceiling supports the panel and the clever cut- 
out which announces the Bamberger contest. Free-standing 
displays can be quickly and easily erected anywhere you 
have a ceiling and a floor, or, as in this case, a ceiling 
and a counter top. 


WORLD FESRUARY, 1952 


Two interesting floor displays in Bamberger’s “Bam’s Blossoms in Blue” an 
promotion. In each case a single Deca Pole finished in a spring color, not 
only provides the means of support for the birdcage, vines and decorations, but 
blends with the display and actually becomes an intricate part of it. Both the 
island display in the foreground and the post trim in the background would be 
impractical, if not impossible, to erect without “Module Type” Deca Poles. 


Again Deca Poles Play a Leading Part 
In Bamberger’s New Spring Displays 


Once again, Deca Poles play a leading role in creating impres- 
sive and dramatic new Spring displays at Bamberger’s, Newark, 
N. J. Robert McCorkle, display director, who created the group 
of displays shown on this page, illustrates how the versatility, 
flexibility and adaptability of the Deca Poles enables you to erect 
dramatic and impressive free-standing displays at low cost, how 
the poles enable you to make fuller use of available display area 
and how the Deca Poles can save you time and money. 

Deca Pole displays can be erected anywhere you have a floor 
and a ceiling, or the equivalent. Dramatic and eye-catching island 
displays and post trims can be erected right on the selling floor, 
in “difficult” corners, or facing a bank of elevators, thus taking 
full advantage of display areas that would otherwise be impractical 
to use. 

Deca Poles are not only simple and easy to use, but they afford 
genuine savings in time and money. Easy to erect and dismantle, 
the poles leave no unsightly marks on floor or ceiling. Further- 
more, they accommodate any ceiling height from 31 in. to 25 ft., 
and can be used over and over again in future display 8. 

Mr. McCorkle, who first incorporated Deca Poles in his display 
program over two years ago, estimates that every pole he has, and 
he now has over 400 of them, paid for itself in terms of material 
and labor costs saved the first time it was used. No other display 
prop offers such economy, variety of application or durability as 
“Module Type” Deca Poles. 

Prove these facts to yourself. 
your displays. 


Plan now to use Deca Poles in 
5 


For Full Details and Prices, Write for New Broadside No. 21-D 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE. ST. LOUIS 3, MO. 
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Clayton Branch of Boyd’s-St. Louis Uses 


Deca Poles to Erect Slack and Sport Coat Racks 


Deca Poles Help Increase Sales. 
Save Time, Effort and Added Expense. 
A.C Raining, Display Director Reports 


When the men’s department of Boyd’s-Clayton, a 
suburban branch of the St. Louis store, moved into its 
new headquarters, it was necessary to install slack 
and sport coat fleor racks as quickly as possible. 
Having used Deca Poles in this way before, A. C. 
Raining, display director, used the poles as support- 
ing members with iron pipes erected between the 
poles to hold the slacks and sport coats. Originally 
installed as a temporary installation, it has proven 
so successful that it was decided to make it a perma- 
nent installation. 

In the growing trend toward functional and practical 
displays, Deca Poles are proving their versatility. 
flexibility and practicality. Heretofore used primari- 
ly as a decorative element or as a support for decora- 
tive elements in a display, now Deca Poles are availa- 
ble for a whole new field of display—that of mass 
displays of merchandise. 


Five Deca Poles, each with a pole clamp and an S-hook are used to 
support the pipe on the wall rack in the background. For added protee- 
tion, pins were driven through the pole clamps and the poles. A specially- 
Because of the “module type” construction of the designed bracket made of galvanized iron and supported by a piece of 
Deca Poles. the racks were quickly and easily erected ey iron was used to _ the yp raced ape ge rack. Rasen too, oe 
. ° 2 ‘ added protection, pins were driven through the brackets, pole clamps anc 
without any alterations. Once the necessary parts were : : . i ' 


- » 
assembled, each of the two display racks took less than sain 
15 minutes to erect. What’s more, the use of Deca Poles Notice the double rack of slacks. Four Deca Poles 
eliminates the cumbersome bases found on most display support this entire rack—proving beyond doubt that Deca 
racks and allows the customer free and easy access to the Poles do support a tremendous amount of weight without 
merchandise. Best of all, by using Deca Poles, Mr. fear of being displaced or moved by customer traffic. 
Raining eliminates the need for purchasing costly display Unless a display is erected as a permanent installation 
racks. as this one is, Deca Poles can ordinarily be used over and 
With Deca Poles, more merchandise can be displayed in a over again in other displays. 
smaller area than with conventional display racks. Cus- Whether you're planning a series of permanent display 
tomers are immediately attracted to the wide selection of racks or a temporary installation for a special promotion, 
merchandise, and this heavier customer traffic results in Deca Poles are the answer to your display needs. Why 
increased sales. not investigate their possibilities today. 


Order a Deca Pole ‘Store-Test” Set Today! 


The best way to measure the value to you of the new “Module Type” Deca Pole is to “store-test” 
it in your own display department. To help you do this, we have prepared, as a package unit, two 
Standard “Module Type” Deca Poles with an assortment of accessory fittings sufficiently complete 
to enable you to fully explore the possibilities of these dramatic display props at a relatively small 
cost. The complete set consists of: 

2--MS-36—Standard “Module Type” Deca Poles to accommodate ceiling heights 
from 31 in. to 12 ft. 6 in. Price, each 
MS-34-S—Card or Frame Holders. Price, each 
MS.35—Face Plates without Flange. Price, each 
MS-39—Face Plates with Flange. Price, each 
MS-33—Drapery Clips. Price, per dozen 
MS-38—Pole Clamps. Price, each 
MS-32—Batten Brackets. Price, each 
MS-31—Picture Hooks. Price, per dozen 
Total 16 pieces, all in ice blue baked enamel finish. Price for the complete Deca Pole “Store- 


Test” Set. $39.95 F.O.B. ST. LOUIS 


To accommodate ceiling heights over 12 ft. 6 in., extra 30 in. modules are available at $2.75 each. 


te to bo bo NS tO te 


For Complete Information, Write for New Picture-Packed Broadside No. 21-D. 


GARRISON-WAGNER COMPANY 


2018 WASHINGTON AVENUE ST. LOUIS 3, MISSOURI 
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" REVOLUTIONARY! 


THE “CELASTIC” AND TIN FOIL 


COLLOID TREATED FABRIC 


Remember when we were kids, how we used to make copies of 
nickels and dimes with a piece of tinfoil? With this fantastically 
simple method, go one step further and apply a single layer of 
“Celastic” over the tinfoil and you can make exact duplications 
of anything you wish. Want to duplicate a tree, a rock or that 
pumpkin in your back yard? Just cover it with tinfoil (tinfoil 
acts as a separator) then apply a single layer of medium weight 
No. 45 “Celastic” torn in pieces, or one piece whenever possible. 
When “Celastic” is thoroughly dry, slit one side and remove gussiens 
é Re a 7 STEP ONE: Completely cover object 
“Celastic” shell. Exact copies of a trussed up turkey, smoked ham with patches of tinfoil. A dab of 

"Celastic" Parting Agent holds tin- 


ee eae - mS ae oh ae = 6 roe 70k Ag 
or a cake can be made with this tinfoil and “Celastic” method. fall th lees, TE ens oe a 


Yes! You can have your cake and eat it too! separator.) 


SAVES LABOR — SAVES MONEY 


MILLINERY HEADS THREE-FOURTHS FIGURE 
Working Time 35 minutes Working Time—134 hours 
“Celastic”—About 1/3 yard “Celastic”—About 134 yards 


Weight—5 ounces Weight—2' pounds 


TINFOIL IN STOCK 
12” x 24” sheets ea. 4c 500 sheets $15.00 


DIP IT! 
DRAPE IT! 
SHAPE IT! 
CAST IT! 


PACKED IN 25 YD. 


e“Celastic” cuts production time and cost! 
AND 50 YD. ROLLS 


elt’s lightweight beyond belief! 


elt’s unbreakable and weatherproof too! 
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STEP 2: From roll of Celastic” tear 


small swatches, dip into "Celastic" 
Softener, then immediately apply 
over tinfoil. (Only one layer is 
necessary.} 


DISPLAY WORLD 


STEP 3: When object is completely 
covered with "Celastic" and thor- 
ougly dry, slit the “Celastic’ with 
razor and remove the "Celastic™ 
shell. 


15 


CASTING WITHOUT PIECE MOLDS 


COPY METHOD—/7’S FASY...HERE’S HOW 


STEP 4: Here is "Celastic’ head 
removed from the model which 
was originally covered with tinfoil. 
Finish by taping slit with strips of 
"Celastic”. 


WRITE FOR DETAILED LITERATURE 


Ben Latter inc. 125 a 


NATIONAL DISTRIBUTORS — U.S.A. AND CANADA 
DISPLAY AND ALLIED INDUSTRIES 


STREET, NEW YORK CITY 1 


“Trade mark of The Celastic Corp. 
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DO IT NOW! 


LET'S ALL PULL TOGETHER 
FOR BIGGER DISPLAY BUDGETS 


DISPLAYMEN: 


Prove the worth of your stores’ display windows 
with traffic-stopping, sales producing windows 
by dramatizing your display presentation. You 
will find the sources for equipment, props, 
materials and accessories through the advertising 


pages of DISPLAY WORLD each month. 
DISPLAY SUPPLIERS: 


Help the displaymaneand you help-yourselves! 
Tell him where to buy the many items necessary 
to make his display windows and interior displays 
sell more merchandise faster and thereby secure 
the support of management. 

The better the job display does, the bigger the 
display budgets that mean more sales for you! 


USE AMERICA’S ONLY 
NATIONAL DISPLAY MONTHLY 


DISPLAY WORLD 


DISPLAY'S GREAT MONTHLY DIGEST 
CINCINNATI 1, OHIO 
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~ How Right Lighting 
~ made Profits Bloom 


Sylvania Warmtone Fluorescent tubes 
bring out flowers’ true beauty... increase sales 25% 





How George Huserik, Whole- “Then on the advice of a Sylvania Lighting man,” wrote 
: i Mr. Huserik, “‘we changed to Sylvania Warmtone Deluxe 
sale Florist of Seattle, Washing- Tubes. The results were startling! Under this new light 
Ived a lighting ble our flowers showed their natural, true colors. Also, we 
ton, solved a lighting problem — jad an immediate and gratifying response from our cus- 
should be of interest to display tomers. To date sales of flowers have increased 25% ; 
sf ribbons 50%. 

men everywhere. “Not only are we highly pleased with these lamps, but 
- oe since they are guaranteed to be longer lasting than any 

Under his original fluorescent other, 1 am sure we will save considerable money.” 


Remember Sylvania Long-life Fluores- 
cent Tubes come in a range of color 
tones to match practically any require- 
ment or display need. For full details 
mail the coupon NOW! 











Sylvania Electric Products Inc. 
Dept. L-2402, 1740 Broadway 


installation, the flowers in his New York 19, N. Y. 


Please send me full information about the 
color tones of Sylvania Fluorescent Tubes 
and their applications. 


show room looked drab and 
dull. He checked his lamps, but 
they were all shining white and 


Name 





bright. Still his customers com- 
Street 





plained that the colors of his 

; ; FLUORESCENT TUBES, SIGN TUBING, FIXTURES, WIRING DEVICES: 
flowers and ribbons were dingy Da BULBS; RADIO TUBES; TELEVISION PICTURE TUBES; ELECTRONIC 
and unappealing. PRODUCTS; ELECTRONC TEST EQUIPMENT; PHOTOLAMPS: TELEVSIN SEIS Lo 


ti sont dad Wain, tg AIS ten acu del 


Cicemndidiims, Mee State 
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Customers Prefer To Shop 


UBSTANTIAL volume 
and continued customer patronage are 
proof to owners of modernized stores 

that customers prefer to shop in a cheer- 

atmosphere. This is only to be 
expected from the ever-increasing use of 
contemporary furniture and decoration in the 


increases in 


ful, new 


home 


Women’s wear stores learned this lesson 
long ago. That is why they have made more 
progress than retailers 

It is a well-known fact that women buy 
80 per cent of the men’s furnishings and 
help select most of the men’s clothing. Since 
women control the purse strings, their pref- 
erence for modern decor is worthy of serious 


men’s wear 


consideration 

The purpose of this article is to explain 
a few of the psychological and 
reasons why customers prefer modern stores 

The majority of customers respond fav 
orably to progress. The old adage “Every- 
one loves a winner” applies to the modern 
The public is quick to sense that 
the merchant has confidence in his com- 
munity, his and himself. In 
a small community it has been found 


practical 


ized store. 


customers 
many 
that when several stores modernize, the cus- 
tomer’s desire to shop in the larger cities 
for style merchandise is overcome 


choose to shop in a 
Here are a 


Studies show they 
modern store for many reasons. 
few: 

1. They believe that the new store features 
the latest styles. 

2. The goods on display are 
tractive and appealing. 

3. Shopping is less tiring because of 
improved lighting, air conditioning and more 
attractive color schemes. 

4. Provisions for self-service permit them 
to make their own selection, freely. 


more at- 





























5. They appreciate the improved efficiency 
with which store personnel is able to serve 
them. 

6. They prefer to purchase their gifts in 
a modern store because of the added prestige 
of the firm’s name on the package. 

A properly designed, modern facade at- 
tracts attention and causes people to stop 
and look, while out-moded stores are passed 
by without notice. Good proportions, ap- 
propriate materials, and a spacious lobby 


make favorable impressions. These are the 


first steps in the selling cycle. If the show 
windows are correctly planned, they will sus- 
tain the customer’s interest and cause him 
to make a detailed inspection of the displays 

Many customers like the visual store front 
which has eliminated the physical barrier 
between exterior and interior. This “open- 
ing-up” permits the public to sé the entire 
store and extends an almost irresistible in- 
vitation to enter. This is why, more often 
than not, the customer finds himself on the 
inside without realizing that he has opened 


the door. An open background also instills 


—Top, 16 eye-level show windows provide dra- 
matic unit displays for Michael's, Hartford, 
Conn., jewelry firm . . . Directly above, Archi- 
tect Telchin's design for this store includes 


parking on the roof .. . Left, an interesting 
solution for a three-level store . . . Engelman's, 
Waterbury, Conn.— 
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—A modernized Colonial design was the solu- 
tion for The Martin Company to fit in with 
the suburban character of Greenwich, Conn. 
- « . Center, judicious use of spot displays, 
wall treatment and color scheme make R. C. 
Burton Company, East Orange, N. J., a pleas- 
ant place in which to shop (Wilbur 
Johanson, associate architect) . . . Below, 
left, exterior of Musselman Jewelers, Bethle- 
hem, Pa. (Heyl, Bond & Miller, associate 
architects) Lower right, Musselman's 
interior (Wilbur Johanson, associate architect) — 


confidence in the store—since it has nothing 
to hide. 

Another reason customers prefer to shop 
in a modern store is because it has an indi- 
viduality that appeals to them. Here they 


In Modern Stores 


feel at home and consider the store to be 
their own. This feeling of attachment ex- 
plains why people continue to patronize a 
particular store despite the fact that today 
quality of merchandise and prices are fairly 
well standardized. 

The interiors of today’s stores are better 
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integrated with the exterior. The merchan- 
dise looks better, and no longer competes 
with the equipment for the customers’ atten 
tion. The goods have at long last been taken 
out of stock boxes and placed in attractively 
styled stage displays that are brilliantly 
high-lighted to show off colors and textures 





7 
TELCHIN € CAMPANELLA 
WEYL BOND WLLER 


By CHARLES S. TELCHIN 
Telchin & Campanella, Architects, New York City 


\ modern store’s interior is designed to 
stimulate sales. All known scientific and 
psychological principles are employed to put 
the customer in the proper buying mood 
This is the second step in selling. 

The merchandise is carefully grouped to- 
gether to show correlated ensembles and 
color combinations. By so doing multiple 
sales are increased. 

Customers approve the free-flowing lay- 
out with its interesting curved walls and 
stepped ceiling levels; the newness arouses 
their interest and curiosity. The interior 
of even the averaze store looks larger with 
modern treatme:.: compared to the monoto- 
nous rows of straight wall cases of old- 
fashioned stores. Besides, in a modern store 
increased wall perimeter provides more dis 
play area and the customer is happily ex- 
posed to additional merchandise. 

Wide aisles avoid congestion at sales 
counters and are planned to expose all de- 
partments to view by means of strategically 
placed feature displays. 

Another important point in contemporary 
retail planning is the expanded use of cus 
tom designed self service units. They have 
again and again proven their sales value, 
since customers prefer to make their own 
selection. Their time is valuable and they 
do not like waiting too long to be served or 

[Continued on page 65] 
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OS Angeles displaymen are, no doubt 
popular with the local Chamber of 
Commerce. While wretched Angel- 

enos waded through a flood which cost 18 
lives and millions of dollars in property 
damage, many displaymen featured attrac- 
tive arrays of resort wear, luring the be- 
holder to dreams of mountain and desert 
resorts. 

After the perennial year-end and_ the 
white sales, the talented efforts of the dis- 
play fraternity in Los Angeles were given 
impetus by the five thousand buyers from 
all over the country who attended the spring 
market week of the California Fashion 
Creators 

For some years it has been the custom 
for California display to feature resort 
wear in January or early February, and tor- 
rential downpours made no exception to 
this custom this year. January was a trial 
period to see what the public would accept 
in coming months since in many instances 


Los Angeles Prelude To Spring 


By ELEANOR TAYLOR 


these early style trends are shown in the 
East in the spring or even summer. 

At Ohrbach’s on Wilshire boulevard, Dis- 
play Director William F. Meissner com- 
bined fashions for those seeking the sun as 
well as those who preferred the more 
rugged climes offering winter sports. The 
main Wilshire bank of windows was treated 
with diagonal framing with a_ bleached 
finish, and cut-out suns in pale yellow were 
suspended in each opening (first photo- 
graph). A warm gray background was 
flooded with amber spotlights. Four man- 
nequins in the leading window wore coor- 
dinated pastels in a variety of textures. 

The winter sports group at Ohrbach’s— 
not shown here—took its cue from the Tyro 
lean, with wing panels dry-brushed to give 
a weathered appearance; these panels were 
gaily decorated in brilliant red, yellow and 
green. A winter scene was done on each 
background to put the merchandise into the 
atmosphere in which it was to be used. 
sorrowed sporting equipment helped lend a 
note of authenticity to the displays. Snow 
was used as a floor covering in each win- 
dow, and each also contained a plain show- 
card placed well near the front. 

Another highly interesting display at 
Ohrbach’s was for the French promotion 
The windows, one seen in the second photo- 
graph, were relatively simple with a brilliant 
red background, clouded with dark red. 
Mounted in the center of each window was 
a large baroque light unit that was painted 
white and drybrushed in gold. White 
ostrich plumes and golden shades decorated 
each unit. Floors were white, and the 
parted blue drapes completed the tri-color 
of France. The names of decorators were 
stencilled in white right on the window 
glass. 

In the home decoration field, William C. 


—Top and center, by William Meissner, Ohr- 
bach's . . . Left, by William Lambert, Barker 
Brothers— 
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—Right, by William Lambert . . . Center, by 
Gordon Butcher, Milliron’s . . . Below, by 
M. D. Luick, The Broadway-Hollywood— 


Lambert, display director of Barker 
Brothers in downtown Los Angeles, had a 
most attractive window devoted to new 
modern lamps. Black accents were used 
against an unusual slate gray background. 
Accessory colors were completely coor- 
dinated for a most effective merchandise 
presentation. The brick panel and _ the 
floor were each painted a quiet sand color, 
contrasting well with the persimmon dra- 
peries which added a gay touch of color 
to the scene. The lamp shades were all 
white. Modern wall decoratives and green 
philodendron dramatized the modern theme 
of the window. 

Lambert had a second distinctive display 
at the Cotton Carnival, featuring the 
“Wunda Weve” carpeting. The Provincial 
setting at the left in the window was one 
of three groupings which illustrated how 
this carpeting can be adapted to Provincial, 
informal, and traditional interiors. Utiliza- 
tion of correlated decoratives and acces- 
sories was effective in each room scheme. 
The carpeting behind the Provincial group 
was gold. The chair was covered in brown, 
green and gold quilted chintz. Over this 
beautiful and unusual chair there was 
draped artistically a piece of fabric in 
antique satin which matched the lamp shade 
The carpeted wall in the center was char- 
treuse, and the carpeting on the right of 
the window was pale pink. A large color 
wheel in the background demonstrated all 

atest colors available in the “Wunda 


illustrated—provided the theme for an out- 
standing scheme window display in which 
Lambert used a complete grouping of ac- 
cessories to illustrate a new and dramatic 
decorative treatment for the home. In the 
foreground the crystal, silver and china 
decoratives blended harmoniously with the 
window scheme. Walls were painted a rich 
reddish brown. The wallpaper was dark 
green on white, and the fabric was a dark 
brown and lavender. Distinctive prints on 
the wall were reddish-brown, and _ the 
Provincial key lamp had a natural wood 
base with a beige and golden shade. All of 
the colors were beautifully blended in a 
most harmonious arrangement. 

An excellent purchase of pearl jewelry 
gave Gordon Butcher, display director of 
Milliron’s, an opportunity for strong dis- 
plays of this merchandise. An “Aladdin’s 
Lamp Price Magic” theme was chosen. 
The boy, Aladdin, clad in a gay and colorful 
Oriental costume, stood before a baroque 
frame while from his lamp poured fluores- 
cent cut-out letters spelling the selling slo- 
gan. 

The pearls were displayed against black 
velvet panels, attached to pale yellow poles. 
Behind these panels was hung a black net 
drape. The overall effect was of luxuriant 
richness, highlighted by amber and blue 


spots. Buying response was beyond ex- 
pectation in this case, due, it was thought, 
to the distinction and appeal of this window, 
which is not shown. 

[Continued on page 52] 
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WELCOMING invitation was extended 
by Display Director John R. Foley 
R. H. Macy in the 


in three windows 
The 


apis 
Start with 


which read, 
Your Life 
Shop.” 


form of card 
Vacation Time of 
Macy’s exciting Sun 
A sophisticated 
center, 
warmer, 
Rattan 
were 
These 


copy 


reed 
quite 


giraffe, posed off- 
receptive to the 
and sea 


appeared 
happier 

spheres, 

suspended 
interesting 


climate of sun 
“doodlers,” 
display 


referred to as 
throughout the 
rattan units imported 
from Hong Kong can be shaped into a 
great variety of forms there are no 
static parts; all joints are loose and pliable. 
The mannequins were posed on an island 
of beach sand. The girl to the left wore 
a beige blouse with green corduroy shorts 
A pink dress was chosen for the one on 
the right and a flowered purple quilted 
fashion for her companion. Pink lighting 
was used on the white backwall. 

A merchandise tie-in with the movie “The 


since 
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he Display Scene 


Show on Earth” made into 
an entertaining production at McCreery’s 
when Walter Hazeltine, display director, 
paid tribute to “The Greatest Girl on Earth! 
working wife, mother 
and career woman 


Greatest was 


wonder is 
. she likes style high, 


America’s 


prices low.’ 

\ circus atmosphere was created in the 
full bank of with an acrobatic 
feat established in each enclosure of the 
suggested Big Top. The “working wonders” 
in the accompanying illustration are depicted 
as accomplished performers in a tumbling 
act with the mat in beige canvas lashed 
to a metal Circus rope was carried 
at familiar colored 


windows 


frame. 


angles before a cocoa 


—Upper and lower left, by John Foley, R. H. 

Macy & Co. Upper right, by Walter 

Hazeltine, McCreery's . . . Lower right, by 

Donald Angus, Jay Thorpe's . . . (All photo- 

graphs by courtesy of Virginia Roehl Studio, 
New York City) — 


paper backwall. Sawdust covered 
the floor. Two of the girls wore black and 
white, the third all black all seeming 
completely poised in their precarious win- 
dow 

\ second set of windows at Macy’s was 
devoted to ski clothes apparel for after 
skiing. This theme was played up by Mr. 
Foley through the simple use of cardboard 
cutouts of country oil lamps done in black 
and white, with chimneys in yellow to 
represent flame and the modeling done in 
red. The lamps were suspended from the 
ceiling by small link chains. Ski sticks 
and decoration of the skis gave a touch 
of bright red. The island of snow on the 
dark green carpeting suggested the ideal 
“powder” for good skiing. The white back- 
wall was given a bluish cast by the light- 
ing. “For the Vacation Time of your 
Life, start with Macy's exciting Snow 
Shop” read the legend. 

At Jay Thorpe’s, Display Director Donald 


seamless 


positions 
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In Manhattan 


Angus developed a travel theme embracing 


all travelers with destinations southward 
however, in this instance designated for 
“The Bride Flies South . . . in 


signed for going away gloriously.” 


tweeds de- 


The display set was a painted cutout of 
plywood. The unit ran from beige to the 
dark brown of the coconuts, spiced with 
the orange umbreila, orange satchel and the 
two shades of green of the spreading palm 
tree. The entire unit was mounted on a 
simulated luggage truck. Gravel was con- 
centrated in the center area of the black- 
orange-yellow marbelized floor. The back- 
wall was painted flat blue. 

“It’s the Claire McCardell Shape that’s 
important,” this message setting the mood 
for eight Bonwit Teller windows. The fea- 
ture of the fashions was underscored by 
Display Director Gene Moore through the 
use of geometric shapes. These interesting 
units were executed of unvarnished wood 
laced in triangular design with unadorned 





manila hemp and either 
the ceiling by invisible wires or attached 
to floor and ceiling. Flat blue was used 
for the backwall and the floor was covered 
in blue felt paper. A bright spot of color 
in the white costume appeared in the red 
of the shoes and the scarf the mannequin 
held. 

An Oriental flavor characterized a second 
bank of Bonwit windows when “the really 
unusual for the South and onward” de- 
scribed Tina Leser fashions. 

The mannequin wore a garland of yellow 
flowers on her jet black hair. In one ear 
was an earring in the form of a bell com- 
plete with clapper and around her throat 
she wore an unusual necklace of metal 
and braided leather. Over her shoulder she 


suspended from 


—The three displays at the top of the page 

are by Gene Moore, Bonwit Teller . . . Those 

directly above are by Sidney Ring, Saks- 
Fifth Avenuve— 





By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 


very appropriately carried a parasol made of 
reed in natural and decoratéd with 
palest pink lacy feathers. The dress was 
a cool, green linen with straw colored linen 
A curtain of short lengths of reed 
threaded on cords and hung from a bamboo 
pole made a picturesque background for the 
exotic figure; a concealed blower gave a 
slight waving motion to the curtain. The 
floor was covered in dusty blue felt. 


tones 


shoes. 


The influence of the Far East in versatile 
display props was again evidenced at Bon- 
wit’s when reed parasol frames with color- 
ful papers — high shades of pink, char- 
treuse, green, purple were suspended by 
invisible wires. The scene was further 
animated through the slight motion of the 
parasols from a concealed blower. 

The pleated skirt of the costume was in 
a pungent pink silk worn with a _ white 
linen blouse showing fine detail trim in a 
repeat shade of the skirt. The mannequin 

[Continued on page 45) 











By ALBERT BLISS 
Lecturer on Merchandise Display 


Techniques, New York University 
School of Retailing, New York City 
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Without SHOWMANSHIP 


DVERTISING costs have risen so high 
Ain retailers are forced to curtail ad- 
vertising schedules or find another 
promotion medium more economical 
Perhaps this is the psychological time to 
call attention to the one me 
dium they own and operate themselves 
display and to awaken them to the fact 
that they should nourish the selling potential 
of the medium with higher budgets instead 
with cost-saving 


management's 


of strangling it so-called 
reductions 
It is true that 


pensive form of 


least ex- 
because 


display is the 
advertising, not 
settings, fixtures, manne- 
are or should be cheap 
which these 
(bookkeeping 


display properties, 
quins or supplies 
but because the spaces in 


devices are used are free 


practice excepted) 


The cost of newspaper, magazine, bill- 
board, radio, and television advertising in- 
cludes the cost for space or time as well as 
production of the advertising message. 

This fact what makes display 
the most economical form of advertising 

No display prop, flower, fabric, 
or fixture is expensive or inexpensive of 
itself. It is only inexpensive if it attracts 
a lot of and more goods 
because it arouses a desire to buy the goods 
through an emotional appeal. If display de- 
vices fail to do this, then and only then are 
they wastefully expensive. 

The unfortunate situation today is that 
display appropriations are so relatively in- 
adequate that display designers and manu- 
facturers, with their backs to an economic 
wall, are forced to pare down good 


alone is 


customers sells 


ideas 


setting, 


to such an extent that they add little or 
nothing to the emotional sales appeal of the 
display message. As a result, the economy 
effected is wastefully expensive. 

It may be that the reason appro- 
priate too little money for displays is due 
to the fact that since they do not have to 
pay for their space, they expect the cost of 
production to be equally low. The reason 


stores 


could be psychological. 

When stores have to pay for display ad- 
vertising spaces, they frequently spend more 
money on the production of displays for 
these spaces. 

For example—one Washington store spent 
$1,500 for a space 40 feet long by 20 feet 
deep in a Homemaker’s Show. This store 
spent $2,300 for the exhibit to go into this 
Approximately 10,000 people passed 
this $3,800 exhibit during the four days of 
the show. 

The same store has two display windows, 
each 18 feet long (or approximately the 
same size as the exhibit space). In four 
days, over 40,000 people pass these two win- 
that nothing. Yet the store 
would not spend anything like $1,500 for a 
display (the same amount it spent on the 
exhibit) to put into these windows for four 
days. As a matter of fact, this store will 
only spend $1,500 for displays to be used 
in these windows for 30 days during the 
Christmas season, when over 300,000 peo- 


space, 


dows cost 


ple pass them. 
How can this great inconsistency be 
assume that the store 


ex- 


plained, unless we 


—Only when merchandise is presented so as to 
appeal most fully to the shopper's emotions is 
the display doing its finest job. In the window 
above, Tom Comerford, Lit Brothers, Philadel- 
phia, showed French millinery in a Paris street 
scene, even replacing a section of the window 
glass with doors so pedestrians could actually 
enter the window itself . . . Left, simple props 
were used by Harold McLaren, the Bon 
Marche, Seattle, to dramatize beach wear— 
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—Summer porch and lawn furniture shown 
as if in actual use, by E. L. Vollmer, Joseph 
Horne Company, Pittsburgh . . . Center, the 
palm trees and wire silhouette of a city 
sky-line dramatize the travel apparel and lug- 
gage; by Hans Carstens, Younker-Davidson's, 
Sioux City . . . The inspiration for the mer- 
chandise in this display by Emile Alline, 
Maison Blanc, New Orleans, was told at a 
glance by the reproduction of the Arc de 
Triomphe in the background— 


places little value on the thing it owns . . 
its window spaces? 

The following example is offered to  il- 
lustrate this conclusion: 

A large oil company offered a store with 
a 100 per cent location in a large city $50 
per day rental for one of its 16-foot win- 
dows. The oil company planned to spend 


... Display Can't Do Its Full Job 


display, if the store will give them promi 
nent window space, because they know that 
the impact of a dramatic display will reach 
more buyers at the point-of-sale than any 
other medium. 

A new philosophy of store planning is 
momentarily discouraging the use of flowers, 
props and settings 


ini Mla 


aiken Noha a eka} 


In a nutshell, this philosophy says, “let 
the merchandise speak for itself .. . put the 
merchandise out where customers may see 
and feel it quickly and easily.” 

As a result of this philosophy too many 
new stores have taken on the cold, practi- 
cal appearance of literal and_ heartless 
super-markets in which merchandise has 
been exposed efficiently, embellished only 
with showcards and price tickets. 

What makes planners think that this sani- 
tary, spiritless and efficient way of exposing 


[Continued on page 70] 


$1,500 every month for a year on the pro- 
duction of the displays it would put into this 
window. This represented $36,250 per year 
as the value the oil company placed on this 
advertising space. They found no _ other 
medium that offered as high a circulation 
opportunity to sell their product than this 
space for $36,250 per year. 

The store, on the other hand, spent an 
average of $25 a week on the displays for 
this window, or a total of $1,300 per year 
In other words the space was worth $36,250 
per year to the oil company and only $1,300 
a year to the owner of the space. 

The store refused the deal because it said 
it was not in the advertising or the oil 
business. Yet it would not increase the 
allowance for production of displays for the 
window. 

Just one more illustration to drive home 
the point that stores do not allow enough 
money for the production of displays. Manu- 
facturers are constantly asking for windows 
in which to display their goods. They will 
spend from $500 to $1,500 for an important 
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Display Ideas For Photo Studios 


T actually is not difficult to create ei- 
fective, attractive window displays for 


photograph services or for photographic 


supplies with the wide selection of high 
grade display fixtures, decorations and ad- 
vertising aids now available. By following 
a few basic principles, both large and small 
display windows can be made attractive and 
appealing. 

In addition to the obvious interest taken 
by professional photographers in portraiture 
art, concerned 
with portraiture as a business, therefore ef- 


as an they are necessarily 
fective display of portraits is a vital aid to 
studio success 

Quality work is essential but it must be 
merchandised Portraits, like any 
product on the market, must be sold 
must be kept before the public eye 

Your window display or wall case, proper 


other 
They 


ly and artistically arranged, will prove to be 


one of the best assets you have in this 


regard. Such displays can be arranged fre- 
quently and should be planned carefully so 
as to tie in with the many seasonal, special 
days, one or more of which occur monthly 
such as Valentine’s Day, Easter, graduation, 
Mother’s Day, Father's Day and many others 
which offer great promotional possibilities 
and repeat business. 

Unquestionably an attractive portrait dis- 
play, with thought given to the careful se- 
lection of the subjects to be shown, will stop 
the average window shopper. The quality 
work, plus the attractiveness of 
the window, combining neatness, cleanliness 
and harmony in arrangement will create the 


of your 


—Here Edward O'Donnell suggests different 
treatments for various seasonal promotions 
with which photographic supplies and portrait 
work can be tied in. O'Donnell is display con- 
sultant for, among others, the well known pho- 
tographic house of Ansco— 


favorable impression which may bring the 
window looker into the studio. 

Your displays should be consistently good, 
not just a once-a-year splurge and then a 
let-down. Any store or studio that con- 
stantly maintains a reputation for smart, 
timely displays of this type soon gains the 
attention of in a quality 
studio. 

Retail spending good 
sums for promotional and institutional dis- 
larger percentage of the 
advertising or publicity budget is being al- 
lotted to the display department as store 
owners realize the great selling 
their windows and see the advantage of in- 
creasing budgets, thus allowing their dis- 
play managers more money to create better 
windows each year. 


those interested 


today are 


stores 


plays; a store’s 


power of 


Good displays call for good fixtures and 


decorations and even a new studio starting 
in business should and can have a basic set 
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And Camera Shops 


of fixtures to aid in the proper setting for 
their portraits or cameras and equipment. 
These fixtures are not necessarily expensive 
and can be added to from year to year. In 
a few years a good variety of these display 
aids can be in the possession of even small 
firms to use and benefit by and interchange 
as the seasons progress. 

For example, in the early spring 
might use the marble or wood grained cov- 
ered tube set which is not an expensive item. 
In summer a set of basket-weave pedestals 
would be seasonally appropriate used with a 
few props such as fish net, papier mache 
anchors, life buoys, or sand or gravel cloth 
as a flooring. 

Photo blowups and seasonal silk-screened 
panels always attract attention as a back- 
ground and usually are available at reason- 
able cost for most events. 

Window lighting is very 
increasing _atteption is being 


one 


important and 
given to 


Ot SReaAyY: Woke e 


= Von 


aie 


dramatic lighting effects to help dramatize 
various types of photo equipment and sup- 
plies. You have often seen the colorful ef 
fects achieved with high powered spot and 
flood lights in the windows of smart stores 
in your own town or when you visit large 
cities. Some large installed 
huge batteries of these lights, rivaling many 
theatres for dramatic effectiveness You 
may also achieve unusual effects in high- 
lighting and spotlighting portraits or mer- 
chandise by installing a few well placed 
lights in your windows. Your local lighting 
company usually maintains a specialist who 
will be glad to advise you on the proper 
type of fixtures and lights to use 

Never crowd your display as the best 
effect is lost when you use too many items 
Only a select your best work 
should be used and only those portraits 
which you consider among your best should 
Frequently studios load 


stores have 


number of 


be in the display. 


By EDWARD E. O'DONNELL 


Display Consultant, Binghamton, N. Y. 


their windows with discarded portraits, por 
traits that were not good enough to sell, with 
the result that passersby viewing them in the 
naturally form a poor opinion of 
the studio’s work. 

Portraits of smiling children 
attract most attention, but don't 
mistake of over-shadowing any 
ticular group no matter how fine the por- 
traits. After people have seen them once, 
they will lose their selling power. 

Colored portraits add greatly to the at 
tractiveness and selling power of a display 
and should be used frequently, either in an 
all-color display or in conjunction with other 
finishes 


window 


and babies 
make the 
one par 


Frames for portraits are one of your most 
profitable items and considerable thought 
should be given to the selection of just the 
right type for each picture, for a 
picture properly framed is usually 

[Continued on page 64) 


frame 


easily 
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Coordinated Display Is The Rule 


VER at Bamberger’s in’ Newark, 
C) i. J. the ABC of display spells 
“Always Build Coordination.” Co- 
between interiors, 
floors 


adver 


ordination windows and 


Coordination between the various 


Coordination between merchandise 
tising and display 


Coordination, in other 


operations 
words, lies at the 
base of Bamberger’s successful display op- 
eration. 

Robert McCorkle 
director, sits at the 
this 
sponsibility 


Bam's versatile display 


very nerve center ot 
activity His re 
floors, a 
48 windows and a branch 
With a plant of that 
that 


ultimate 


coordinated display 


includes seven base- 
ment, a bank of 
Morristown 
little 


down to the 


store in 


size it 1s wonder details are 


planned degree to 


keep everything functioning smoothly 


Jamberger’s is that 
‘Bamberger’s” 


The first rule at 
every display must spell out 

must personify the personality of the 
store. The second rule is that displays 
within the store, and beginning from the 
windows, must achieve a feeling of contin- 
uity, of cohesion versatility on 
the various floors, to be sure, but the under- 
particular campaign or 


There is 


lying motif of a 


—How interior and window display is co- 
ordinated at Bamberger's is illustrated in the 
first two photographs; featured was a fashion 
promotion using rattan birdcages and floral 
designs on bamboo poles as a motif . . . Below, 
left, the main floor as used for summer; the 
giant whirligigs were turned by a motor 
. . . Below, right, the main floor Christmas 
theme— 





season is at the core of every single design. 

Major attention, of course, is devoted to 
the main floor. Here the four seasons are 
represented by magnificent displays, and 
special sales or other events are also well 
The main unusually 
(approximately 18 feet), and 
the store ruling that nothing can be sus- 
pended from the ceiling, has been turned 
into an asset. To “get things into the air,” 
N McCorkle and his staff have devised a 
variety of means whereby ledge displays 
soar high toward the ceiling, yet maintain 
an air of lightness and visibility. The use 
of “Deca Poles” predominates in the deco- 
rative treatment. These versatile poles are 
arranged in many ways, are adapted for 
lighting and other purposes with hidden 
electric wiring, and provide the framework 


represented floor’s 


high ceiling 


hin ba Janis 


7 * 
Ju Hews 
* 
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At Bamberger 's 


for some of the most imaginative interior 
displays to be seen anywhere. In addition 
they can be used over and over ain in 
uncountable combinations and effects 

This practice of designing units that can 
be used again elsewhere or under different 
circumstances is a by-word in Bam's display 
The same display dollar goes 
to work over and over again. The quality 
of the displays, of course, is such that 
they can be used again in whole or in part 
without appearing repetitious. 

A spring set-up, for example, is 
transformed for a spring sale by the 
traction of one or two display ingredients 
and the addition of one or two others, while 


department. 


often 
sub- 


the basic framework remains intact 
Frequent changes are made in the fashion 


departments. The budget fashion section 
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is changed weekly. The fashion floor under 
goes a major display operation every other 
week. With 10 to 12 fashion promotions 
each year, the display department goes all 
out in the fashion groups. Often the ac- 
cessory, millinery, shoe and children’s de- 
also tied in At times even 
departments join in 
the occasion is 


partments are 
the home furnishings 
a fashion promotion when 
suitable. 

In addition to all of 
directs Bamberger’s annual 
Day parade in Newark 
events at Bam’s, such as last year’s amusing 


this, Mr. McCorkle 
Thanksgiving 


and other special 


—Upper left, the main floor with a summer 

treatment Right, the same for autumn 

Below, the main floor during a spring 
promotion— 











By MICHAEL SCOTT 
Retail Reporting Bureau, New York City 


and effective “Magic Menagerie” contest for 
children 

To keep all of this activity functioning 
smoothly, the display department is organ- 
ized in workable fashion. Mr. McCorkle 
is responsible directly to the publicity direc- 
tor and often meets with the store’s execu- 
tive committee in the discussion of major 
display plans. An assistant, two designers 
and two specialists (in accessories and home 
work directly with Mr. Mc- 
supervisory heads are in 
charge of the floors basement, 
with each having responsibility for a par- 
ticular floor. In addition the store carpentry 
shop and paint shop work with the display 
department when the need arises Most 
of the displays, however, are built outside. 

[Continued on page 50) 


furnishings) 
Corkle Eight 


seven and 
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by eller ehring 


Display Designer and Consultant 
New York 


Arrangement: Two definite units make up this color- 
ful display with a French setting. It is an ideal 
display for a small or corner window. 


Properties: Paris has a traditional weakness for 
plastering posters on every available wall and kiosk. 
The kiosk shown in the sketch is based on this point. 
The mannequin is smartly costumed and is seen 
revealing the fluted nylon trim of her slip. ''The 
Material of Youth and Fantasy’ says the poster 


»n the kiosk. 


Arrangement: This blouse display has a touch ot 
spring. It consists of one definite unit with mer- 
chandise limited. 


Properties: The gay flower-cart is a delightful 
setting for the two nylon blouses so right for the 
spring suit. Three pennants in graduated heights 
are shown in the background. The copy caption, 
For Easter and After,’ is lettered on two of the 
pennants. This also is an ideal display for a 


small window. 











Arrangement: Two units are noted in this spring 
glove promotion—another small window display de- 
lightfully and colorfully arranged. 


Properties: An oversized box is divided into small 
compartments, each one displaying a gloved hand 





form in a gay color:so that the entire setting 
resembles a flower-box. Potted spring plants re- 
flect the colors of the gloves and are shown at 
the right of window. - Suggested copy on box 
Gloves in Flower Tones. 
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COMING UP 


Arrangement: This men's Easter display consists of 
two definite units in pleasing arrangement. 


Properties: An Easter atmosphere is created in this 
display by a series of concentric arches set in the 
background. In the foreground are grouped canes 
for that promenade up the avenue. Other ac- 
cessories such as hats, gloves and ties are displayed 
among the canes. Copy card is shown in center 
foreground. 


Arrangement: Three definite units make up this 
students’ wear window. It is well arranged with 
merchandise limited. 


Properties: This display places emphasis on the 
importance of the label in a garment. The manu- 
facturer's label is oversized and placed in a promi- 
nent spot above the’ suit. Suggested caption for 
this display is in the form of a quotation from 
Romeo and Juliet'': “What's in a Name?" The 
bust of Shakespeare appebrs under the label. 


Arrangement: This men's shoe display is made up 
of two definite units—merchandise and property. 
It tells a story and compels attention. 


Properties: The important features of the shoes 
displayed should be pointed out on the copy card, 
Shoes that let your feet walk as Nature intended 
. the shoes that need no breaking in . . . the 
shoes that keep your feet in shape and keep them- 
selves in shape, too." Above the shoe display is a 
sketch depicting a traffic scene on a busy street. 
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changed greetings in the Walnut Room 
restaurant a 22-foot birthday cake 
in a brief ceremony which officially opened 
a second century of promise for a name that 


around 


is interwoven in Chicago's history 


The 
chef, 


cake was designed by an artist, a 
John Moss, director of design, 
from blueprints. Each decoration 
has a meaning. From blue- 
prints carpenters and display personnel as- 
sembled the 28 sections in ten layers and 
sprinkled them with stardust. Sentiment was 
chief ingredients, for the cake 
with 100 candles. The oval, 
etchings set into openings on 
the cake are scenes from the 
historic past. The seventh layer 
slogan “The Clock Strikes a 
Century” and above that there is the large 
golden number “100.” On top is the most 
the 10Ist candle 


and 
working 


special these 


one of the 
is decorated 
translucent 
the sides of 
store’s 


bears the 


important symbol of all - 
the one to grow on. 


Chicago was a frontier town and _ furs 
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were an accepted medium of exchange in 
1852 when Potter Palmer opened his whole- 
sale-retail dry Lake street, 
then the main thoroughfare. Later he was 
joined by young Marshall Field and_ his 
friend, Levi Leiter. In 1868 Mr. Field in- 
duced his partners to move from the muddy 
location to a site more attractive to lady 
customers, at State and Washington streets. 
Even in those early days Field, Leiter & Co., 
as the new store was then known, was a star 
merchandising field in its elegant 
marble palace, a symbol of the 
that emerging f 


goods store on 


in the 
$1x-story 
prosperity 
prairie. 


was from the 


In 1871 Field's beautiful and 
every other building in the heart of Chicago 

was consumed by the Great Fire. Soon 
after the fire, business was being transacted 
over rough board counters in a horse-car 
barn at 20th and State streets, but larger 
and better quarters were secured in 1877 
in the Exposition building on the lake front 


store — 


Chicago Salutes Marshall Field's 


HE year 1952 marks a century of 
t gk for Marshall Field & Co. 

The great clock at Washington and 
State streets that has served to identify the 
big store for selected as 
theme, 
1852 
were 


many years was 
and set the 
Century 

activities 
and white flags 


facade, displays, ad 


symbol 
Strikes a 


which all 


the centennial 
Clock 
195 around 
Green, vellow, 
State street 
radio and 
all material that met the public 
this 
end of the 


centered 


along the 
vertising, 
and 


television programs, 
menus, 
eye, incorporated slogan 

At either block-long 
aisle, four giant candelabra with 100 candles, 
me for each year the store has lived, typify 
the spirit that has shone through the cen- 
tury and the that lights up the 
future They courtesy, 
quality, and leadership 

Descendants of 


main 


courage 
stand fo service, 


that have been 


generations ex- 


families 


Chicago residents for 


and Adams street. Within the next two 
years a new and greater Marshall Field & 
Co. was back in its present location at 
State and Washington 

And now in 1952 many have 
joined in a salute to Field’s 100 years of 
“giving the lady what she wants,” a maxim 
that has made the store world-famous. 

Carson Pirie Scott & Co. saluted Field’s 
100 wonderful years with six nostalgic dis- 
plays devised to highlight its long record 
of success from the days of the prairie 
schooner up to 1952 when “The Clock 
Strikes a Century.” 

Interesting is the manner in which Dis- 
Director Clement Bradley spotlighted 
Mar- 


by a 


old-timers 


play 
attention to his store’s merchandise. 


shall Field & Co. was represented 


—Above, the giant cake described in the 

article Directly above, by Clement 

Bradley, Carson Pirie Scott & Co... . Left, by 
John Moss, Marshall Field & Co.— 
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—Right and at the lower right, by John 
Boghosse, Goldblatt Brothers . . . Center, by 
Reed Schlademan, The Fair Store— 


titian haired mannequin who played the 
star role in all scenes. For example, she 
was presented with a pineapple upside-down 
cake with 100 candles; at a sea-side resort 
guests were whispering as she arrived with 
Carson's luggage and Field’s hat-box, “My 
dear, you'd never know she was 100 years 
old;” in a tennis game a Carson girl and a 
Field girl were shown as friendly competi- 
tors in “The Love-match;” and in a bi- 
cycling event one vacant seat of a tandem 
was marked “Reserved for Marshall Field 
& Co. No party is complete without her.” 

Illustrated (Photo No. 2) from the series 
is the interior of a resort photographer's 
gallery where th¢ titian haired beauty is 
being photographed against a panel that 
is a blow-up of Carson’s advertisement which 
appeared in local newspapers on the day 


Marshall Field & Co. became 100 years old. 
The advertisement stated, “A friendly neigh- 
bor way back when .. . a friendly neighbor 
today. We tip our bonnets to Marshall 
Field & Co. on their 100th anniversary.” 
This unusual promotion was developed 
in island colors ... canary yellow, Stromboli 
red, Majorca violet, Capri blue, Cyprus 
green, and sand-white with props flat painted 
in the darkest hue of the respective window's 
monochromatic color scheme, the value scale 
ascending until it reached the backgrounds 


During the centennial celebration at 
Field’s old and new fashions are being 
continually compared in advertising and 
window display. Shown is one of a se- 
quence which introduced the present Pari 
sian fad for stripes to wear “Under the 
Sun.” In the background balloons, the 
forerunner of the modern airplane, float in 
the air, decorated with striped fabric; the 
miniature figures are dressed in costumes of 
the nineteenth century, a nostalgic review 


SESE LAY 


WORLD 


By SHIRLEY WARE 


of a past period. John Moss implied that 
the fashions are appropriate for winter re- 
sort wear by placing them on a sandy 
beach and adding a sea-shell and seaweed 

Sand-colored coats and suits were pro- 
moted under the title “The Light Touch for 
resort wear now, spring wear later. The 
Right Touch for a shining second century 
at Field's.” In the series of four windows 
the abstract props representing the sun 
and its light rays and reflections were flat 
painted in sharp sun-tones and the mer- 
chandise was of sand-tones, accessorized 
with dark colors against sky-blue walls. 
Under intense lighting Moss produced a 
warm and giowing exhibit in sharp contrast 
to Chicago's severe winter weather. 

For a promotion of suits in navy blue 
and checks in six of Goldblatt Brothers 
windows J 30oghosse, display manager, 
made a marked change in his technique of 


[Continued on page 69] 
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Easily Built, Low-Cost Units... 
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_.. For The Small Store 


HIS sketch shows how any available 

| length of wall section can easily be 

made into an attractive interior spot 

display to highlight the ladies’ dresses, 
coats or suits on sale in the department. 

The two side panels are lengths of pressed 
or bent “Masonite” nailed on a pine board 
support as shown. 

Incandescent light bulbs in 
be installed so that a halo of concealed light 
will edge the center panel. The same effect 
can also be obtained with fluorescent strip 
lights if have tubes and fixtures 
available. 

The fence can be made out of pine board 
or wallboard and a good finish can be ob- 
tained by painting with a coat of burnt 
umber color in oil, which can be wiped off 
still wet to give an antique finish. A sheet 
of pale blue paper can be tacked up on the 
background, which can be a sheet of wall- 
board nailed on a 1 by 2-inch frame. 

Cut the tree out of a sheet of wallboard 
and paint the upper section in various shades 
of soft spring greens. The modern design 
of the tree composed of circles will make 
it easy to draw to any required size. 

Wood cut-out letters attached to 
the top of the center panel; a half-circle 
base platform covered with grass matting, 
plus an attractive showceard, will complete 
the unit. 

Note the two suggestions for dress racks 
The one at the right is made out of lengths 
of card tubes cut in half and nailed 
plywood slope. At the teft, actual stained 
shingles are tacked on the 
decorative racks give an 
to the department 
spring and summer selling seasons 

A striped pale green and white wallpaper 
could be used on the walls further to carry 


sockets can 


you 


can be 


on a 
slope. These 
added 


during 


touch 
the 


will 
especially 


out the seasonal color scheme. 

Many stores are using wallpapers in 
smart designs as a decorative medium, and 
a good idea would be to look over the 
sample books in the nearest wallpaper de- 
partment and pick out suitable papers to be 
used to decorate some of your soft line de 
partments. They are ideal for wall sections, 
on existing baffles, etc., and with paper the 
color scheme can be changed quickly as re- 
quired and at much less cost than a paint 
finish. 

This same display can also be used as an 
attractive center piece for a spring fashion 
display. 

A smart, modern design screen is always 
a good display prop in any interior or win- 
dow display, and this one shown can be 
built out of %-inch plywood or lengths of 
pine board. 

Ladies’ spring hats can be feature dis- 
played on smart millinery heads on the 
small shelves or they can be used to display 
many other fashion accessories. The unit 
can be painted in a soft pastel green or yel- 
low with a flat paint. A good idea, one 
which would hide any small imperfections 
in the wood, would be to stipple the entire 
unit with a piece of sponge or painter's 
stipple brush. 


This is another spring center piece for 
your windows or interior spot displays, and 
here again the unit can be built easily out of 
lengths of pine board. 

The musical instrument the 
center can be cut out of wallboard or %- 
inch plywood; after it is painted in a soft 
pastel artificial spring flowers can 
be tacked in position as shown. 

Nail in position two lengths of 1 by 2-inch 
lumber, one at the top and the other at the 
bottom, and insert lengths of “%-inch dowel 
sticks as shown. Ladies’ spring hats, bags, 
scarfs and the like can all be displayed on 
this functional display unit. 

Cut out a hand 
card and tack in position on the strings of 


design in 


color, 


from a sheet of heavy 


the instrument to give a further eye-catch- 
ing effect to the unit. 

The unit 
plywood attached to the sides 
angle suggested with 


lines. 


prece of 
small 
dotted 


with a 
with 
the 


can be signed 


irons as 


Good displays that actually sell merchandise 
do not have to be expensive to install; the 
this article recently worked up 

for a chain to help sell 
a line of domestic rugs in Oriental patterns 


writer of 
some ideas large 
and the display was low in cost but it really 
helped put over the big sale 

We drilled the ceiling and 
lead plugs so that screweyes could be in- 
Then a 9 by 12 rug had lengths of 
2-inch nailed to its back and 
the rug was suspended on wires from the 
ceiling with the floor 
It was suspended at a height of 7 feet from 
the floor and then a was 
suspended so 


inserted some 
serted. 


1 by lumber 


the good side facing 
seated 
that it 
resting on the edge of the flying “magic car 
pet.” Further to out the Oriental 
effect, the mannequin was dressed in a very 
which 


mannequin 
also appeared to be 


Carry 


colorful harem costume was rented 


from a local costumer. 

Four adjacent columns were signed with 
large papers, quoting the sale prices and 
telling customers to be sure to visit the 
basement where the rugs were on view 

In the rug department in the store base- 
ment a large easel was built out of 2 by 3- 
inch lumber to display a 9 by 12 rug and a 
female mannequin used at one side and a 
male one at the right. Both these figures 
were also dressed in colorful Oriental cos- 
tumes and two Oriental design wood stands 
bearing brass incense burners completed 
the picture. 

The eye-catching appeal of both displays, 
the bright Oriental costumes on the man- 
nequin, the smell of the burning incense, plus 
fine values in the merchandise, all worked 
together to put over a very successful sale. 


DISPLAY WORLD Manager 
To Visit Caribbean 
Nathan Silverblatt, manager of DISPLAY 


WORLD, and Mrs. Silverblatt will leave 
New York City February 18 on the S. S. 
“Mauretania” of the Cunard Line for a 
three-week cruise in the Caribbean. 
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COLORS 
NOW AVAILABLE IN 


107 IN. WIDE 


Bulkton SEAMLESS 


d 


ds of designers and 





To meet the 


decorators of fashion-conscious and sales 
promotional stores from coast to coast. 


Bulkton ADDS 


ME 


SEAMLESS 
COLORS 


33 colors to choose from to plan color 
schemes that can complement the mer- 
chandise and also create sharp contrast 
for a forceful impression on the window 


shopping public. 


(*NEW COLORS) 


*Old Rose 
*Sun Lime 
*Regatta Blue 
*Mint Green 
*Orchid 
*Teal Blue 
*Pink 
*Aqua 
Desert Rose 
Atmosphere 
Blue 


Andes 
Emerald 


Chartreuse 
Seatone 


Gala 
Turquoise 


Persian Lime 


Alaska Blue 


107 in. x 12 Yds.. 
107 in. x 50 Yds.. 


Jasmine 
Clover Green 
Orange 
Tanbark 
Harvest 
Burnt Ochre 
Garnet 


Forsythia 
Yellow 


Deep Green 
Red 

Melon 

White 

Deep Blue 
Pursuit Grey 
Dove Grey 
Thunder Grey, 


Black 


..-$ 7.50 per Roll 
.--$29.20 per Roll 


BULKLEY, DUNTON & CO., INC. 
295 Madison Ave., N. Y. 17, N.Y 











NE of the 
in department 
over the 


most striking developments 
store merchandising 


decade 


been the 
account as a full- 


tool for building 


past has 


emergence of the charge 
fledged and sharp-edged 
store volume. 
Confirmation of may be 
Federal Board 
port on department store sales from Novem- 
1950, through May, 195i. This report 
shows that charge account sales registered 


sales 
this found in a 


recent Reserve national re 


ber, 


increases which were consistently two to four 
times as great as cash sales increases during 
the same period 

facts are interesting, but as is often 
behind the 
useful and constructive. 


These 


facts is far 
For example, 


the case the story 
more 
these facts automatically pose the question 


“Why 


faster 


account sales increase 


this 


did the charge 
The 

other questions about the value and practical 

an effective sales 


answer to and many 


use of charge accounts as 


DISPLAY WORLD 


FEBRUARY, 1952 


Using Display To Sell Credit 


tool may be found by a brief look at their 


historical development 
Actually, 
three 


charge accounts have passed 


through stages of 


present 


development in 
full 
fledged merchandising tools for department 


reaching their existence as 


stores. These are the nuisance stage, the 


privilege stage and the necessity stage 
But now merchandising executives realized 
that while 


“privilege” of 


account might still be a 
that the 


terms ot 


a charge 


sorts store Was re 


ceiving a increased sales 


and not 


favor in 


extending a favor every time one 
was opened 


Thus, 


mination of their development as a merchan 


charge accounts reached the cul 


"Address 
onvention, 


Associatior 


National Retail D Goods 
New York City 


By DEAN ASHBY, Credit Manager,* 
Famous-Barr Company, St. Louis 


dising tool in becoming a necessity to most 
establishments which 


profitable ex- 


retail merchandising 


depended on volume tor a 
istence. 

Larger stores across the country came to 
their hundreds of 

instead of just The 
volume of charge business first matched and 
then that of The 
credit operation streamlined 


accounts in 
thousands. 


number 
thousands 
business. 


exceeded cash 


became more 
and new machinery was designed and bought 
to expedite credit extension and billing. The 
revolution, started in the early years of the 
but not quite. 
into big 
their 


century, was almost complete 
When 


and 


charge accounts moved 


time became a necessity, so did 
promotion and acquisition 


Top management today is vitally concerned 


this 
demand _ for 


with stimulating 


credit de- 


problem of 
The 
partment plays an important role in creating 
the avenue whereby the consuming public 
may secure this merchandise and thus stimu- 
late the markets. The decline in the average 
customer's cash resources means that credit 


major 
merchandise. 


sales must move up to compensate for fall- 
ing cash sales. You must gear your credit 
department to do a booming credit busi- 
ness, do it fast 
Today we must have 
jections to credit sales. 

Competitive selling takes imagination to 
attract and keep customers. Business in 
general must not be bound and shackled to 
its own traditions, because we do not sell 
to a fixed audience but to a constantly pass- 
ing parade. The credit department can use 
a medium which every store has to let cus- 
tomers know by seeing, namely the display 
windows, which have always been used in 
the past to display merchandise. Why not 
use these to display your 
credit department and thus acquaint the buy- 
ing public with the many advantages of using 
your credit facilities ? 

Such an idea put into practice during the 
months ahead, changing the window each 
week, will create an added credit 
and thereby stimulate business. It will 
prove to be most educational and informa- 
tive to the average customer and create 
a better understanding of the use of credit. 
Many of your customers are aware of the 
accommodations granted by the diversified 
types of credit that you extend; however, un- 
less this is brought to their attention con- 


[Continued on page 60] 


and do it on a safe basis. 
objectives, not ob- 


same windows 


use of 


—These are two of the continuing series of 

displays used by Famous-Barr Company to sell 

the store's credit services. Adrian Delsman 
is display director— 
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PERFO-BOARD 


THE QUALITY PERFORATED HARDBOARD 
PERFO-BOARD IS GENUINE TEMPERED DUOLUX MASONITE 
Panels are full sheet size — 48” x 96” and are perforated on 1” centers. 
PERFO-BOARD is the accepted permanent background and display material. modern in design and 
functional in its application and uses. 
SPECIFICATIONS 
Size — 48” x 96” Thickness of board — 1/8” 


Hole Spacings — 1” on centers Surface — Smooth 2 Sides 
‘ I g 
Diameter of holes — 3/16” 


$ 5 PER PANEL—48" x 96""—A charge 
1 2 . of $1.50 per Panel is made on 


shipments of less than 5 Panels. 





Perforated Hardboard also available in panels 36” x 48” in hole 

spacings both 14” and 1” on centers. Board is United States Gypsum 

Company Duron 12-T Hardboard — Smooth 2 Sides 4” thick. 
Panel 36" x 48", Any Quantity $3.95 each 


Immediate Delivery on all Boards Jobbers’ inquiries invited 


LADON COMPANY 


730 S. WABASH AVE. CHICAGO 5, ILL. 














Decorative . . . 


We've heard several pronunciations of our good old 


(55 years) name but no matter how you say it — it’s always 


pronounced TOPS by those who know! 


CORPORATION 
136 WEST 24th STREET, NEW YORK 
WAtkins 4-4405 


SO 
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“Beautiful Woods" Brochure 
Contains Display Ideas 
brochure, “Beautiful 


been 


A new full-color 
Woods For Beautiful 
published by United States Plywood Corpo- 
and 
installations of 


Homes,” has 


ration It contains dozens of ideas 


illustrations for economical 
“Weldwood” hardwood plywood, flush doors, 
striated “Weldtex,” “Plankweld,” the 
wood paneled room that comes in a pack- 
for novel 


and 





ided are suggestions 


age In 
bookcases, storage walls, breakfast 


built-in 
nooks, plywood-paneled fireplaces, and other 
applications adaptable to display Copies 
may be obtained by mailing 10 cents to 
United States Plywood Corporation, 55 West 
44th street, New York City 36 


Baltimore Guild Begins 
Fourteenth Year 


At its regular 
Stafford in January 


meeting at the Hotel 

the Display Guild of 
Baltimore began its fourteenth year as a 
club. These new officers were installed: 
President, Randolph Irwin, Sears, Roebuck 


& Co.; vice-president, Percy Pugh, Cannon 
Shoe Company; secretary, Merrill Lee, S. 
& N. Katz Company; treasurer, Walter 
Ford, Julius Gutman’s; publicity, Frank 


Malehorn, Baltimore 
The retiring president, John Bonnett, gave 
club's activities during the 
past 13 during which time it grew 
from nine members to a total of 44 at the 
end of last year; this includes two members 
from Washington, D. ¢ Siele, of 
Morton's, and Pat O’Mara, Goldberg's. 
“Extensive plans are in the making for 
1952,” reports Frank Malehorn, “including 
our annual clinic, crab feast, dinner dance, 
golf tournament, and our outstanding enter- 
decorating the City hospital at 
Well known speakers have 
meetings, as 


Display. 


a resume of the 
years 


Joe 


prise of 
Christmas time 
been chosen tor 


our monthly 


—New officers of the Baltimore Display Guild; 

reading from left to right: Walter Ford, treas- 

urer; Merrill Lee, secretary; Randolph Irwin, 

president; John E. Bonnett, retiring president; 

Percy Pugh, vice-president, and Frank Male- 
horn, publicity— 


= 
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well as motion pictures of civic importance 
or pertaining to our particular interests. 
“These plans are being carried out by 
our entertainment committee consisting of 
David Shannon, chairman, assisted by Joseph 
Rocker, Read's Drug; Dane 
Epstein’s, and Merrill Lee.” 


Kenney Replaces Luke 
At J. L. Hudson's 


Robert E. Kenney has been named dis- 
play director of The J. L. Hudson Company, 
Detroit, it is announced by Chess Lago- 


marsino, Jr., publicity director. He succeeds 
Luke, who has retired. 
came to Hudson's in 


interior display. In 


Oscar 
Kenney 
manager of 


1940 as 
1949 he 


was named assistant director of display. 
Also promoted are Arthur Wright and 
Duren Jones. Wright, who joined Hudson’s 


in 1946, will be assistant to Kenney, in 
charge of interior display. Jones, who has 
been at Hudson's since 1949, will be 
sistant to Wright. 


"Color Flakes" Introduced 


To Display Field 
“Color Flakes” 


as- 


is the latest development 
of Self-Spray Products, Inc., 50 Broad 
street, New York City. This new product 
is reported as an improvement of the white 
snow spray introduced last year with a 
special formulation added to produce colors 
that retain their brilliancy for a long period 
of time. 

Color Flakes can be used for general 
sign or display flocking and will cling to 
any surface, glass or board. Colors blend 
beautifully and unusual effects can be easily 
achieved. Direct sign painting is possible 
using the spray container as ans air brush 
gun. The material can be easily “removed 
by wiping off with a dampened rag and 
will not leave a stain. It is not inflammable 
The material is distributed through display 


jobbers. 


Kansas City Shop 
Names Display Head 

Succeeding Marinel Herbert, resigned, 
Mrs. Rosa Wheatley is now display director 
of the Davis Fabric Shop, Kansas City, Mo. 


Watkins, of | 





HICAGO 
DISPLAY 
GUIDE 


BELL INDUSTRIES, INC. 


Styrofoam Novelties 
ARmitage 6-318! 





1809 N. Ashland Ave. 





BOTANICAL DECORATIVE SUPPLY 


Artificial Flowers and 
Foliage 


222 W. Monroe St. RAndolph 6-3144 





COOK & MEIER, INC. 


Artificial Flowers and 
Set Pieces 


159 N. Michigan Ave. ANdover 3-2662 





THE FIXTURE MART, INC. 


Mannequins, Display Fixtures, 
Show Cases 


314 W. Jackson Blvd. DEarborn 2-6779 





THE MORGAN CO. 
Sign Printing Machines 


3984 Avondale Ave. SPring 7-881! 





NESBIT INDUSTRIES, INC. 
Styrofoam Novelties 


1823 Milwaukee Ave. ARmitage . 6-3626 





REYNOLDS PRINTASIGN CO. 
Sign Printing and Composing 
Equipment 


608 S. Dearborn St. WeEbster 9-2435 





SHOWCARD MACHINE CO. 
Sign Machines 


1196 Merchandise Mart Whitehall 4-3829 





SILVESTRI ART MFG. CO. 


Display Promotions and 
Decorations 


1147 W. Ohio St. MOnroe 6-1906 





SPANJER BROS. 
Display Letters 


1160 N. Howe St. MOhawk 4-2900 





W. L. STENSGAARD & ASSOC.., INC. 


Display Promotions and 
Decorations 


346 N. Justine St. MOnroe 6-0418 
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CHICAGO 


The Country's Great — 





The leaders of Chicago's great display 
industry take pride in paying tribute to 
Marshall Field & Co. on its 100th anniversary 
for superior accomplishment in the field of 
retailing. Its progressive display policies have 
played a deciding role in making State Street 
one of the world's most renowned retail 
thoroughfares. The history of this great store 
is the story of Chicago— steady growth, 
progressive policies, unlimited opportunity, 
the spirit of “I Will." We are proud of this 
great store, proud of our city, and proud that 
over the years Chicago has taken its rightful 
place as one of the world's great display 
centers. 
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Good U 


OME displaymen have an innate knack 
S for using simple props to produce ex- 
cellent display effects, develop 
the ability, and still others have it thrust 
upon them through sheer necessity. Here is 
how three different displaymen make use of 
simplicity in their for 
certain windows : 
One glance at the first display is sufficient 
to tell the shopper that the setting is inside 
a street car or subway train, although the 


some 


selection of props 


' only props used are the vertical pole, the one 


suspended horizontally, the loops of paper 
representing straps, and the strip of car 
cards. A touch of humor is injected by the 
seated man holding the (which 
was pasted on heavier stock to give it stiff- 


newspaper 


ness, and which also serves as the base for 
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se Of Simple Props 


The display is 
Bon Marche, 


the “Cay Artley” lettering). 
by Harold McLaren, The 
Seattle. 

One giant daisy was the prop used by N. 
B. Wiggins, Hemphill-Wells, Lubbock, 
Texas, for a summer sportswear display. It 
was done of paper, with one petal lying on 
the floor by the accessories group and the 
mannequin pulling a second petal from the 
flower. The slogan, “The Daisies Say...” 
was in bold cut-out script suspended directly 
back of the window glass and running the 
full length of the display. 

From Hamburg, Germany, come the two 
displays seen below. Both are by Heinz 
Hoffmann, of the Alsterhaus. Note how the 
feeling of motion is carried throughout the 
setting, beginning with the tilted picture 


frame on which the fabrics rest, the swirl 
of the bare tree branches, the tilt of the fig- 
ure and the her skirts and coat are 
wired to suggest the effect of wind. An- 
other point worth noting is the strong con- 
trast merchandise and the back- 
ground. 

In the final photograph, could 
question that the setting is one of sea and 
sand, and yet the principal prop is a sail- 
boat in outline form; this was made in about 
the simplest manner possible, consisting only 
of wood strips painted white and with a piece 
of colored cardboard stretched across the 
base of the boat from bow to stern. Hoff- 
mann has used the vertical background as if 
it were horizontal to support two cut-out 
figures stretched out as if on the beach. 


way 


between 


no one 
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Clear Plastic 
Display Sensation 


Beautifully 

displays full 

clare blaime late ME Ryze) 
piece garments 

Fits any stand! 
ifiicmelare| Swivels. 
Accommodates 

Pins. Replaces 
atelalalsieleiiame late} 
Action Forms 
Complete with 
Plastic Hook to 
aelale Macoluimurele ale Ly 
latticework, etc 347s 

500 3 to a carton. Less than 3 at $5.00 each 


WONDERFORM 


Clear Plastic 
“Bra” Form 
Perfectly 
Displays bras 

of every kind 
and style— 
especially 
wonderful for 
Nylon. Fits any 
stand. Tilts and 
Swivels. Even 
sits” by itself. $35° 









SHELF AND 
SHOWCASE TRAYS 
Clear Plastic! Keeps 


Zl muleideatelareitt:) 
neat. Eliminates 
markdowns. 
0° 


Less than 12, $2.25 each 


BEAUTY FORM 


and Sweaters 
Crystal Clear Plastic. 
Comes equipped with 
its own plastic stand. 
Attaches to any stand, 
tilts and swivels. 
Accommodates pins. 
More used than any 


form ever made. $425. 
Less than 6 at $4.50 each. 


DISPLAY ALL 


Handiest Clear Plastic Sales 
aid ever to come your 


way. Displays 8 gar 


ments, fits any stand 


$425 


om 


one 


PLASTIC. HOOK 


Riek: 





=P} 






















FOR NARROW FOLDED ITEMS *22° 
ve, but € Less than 12, 
$2.55 each 





The Ultimate for Blouses 


Ked Wing 


America’s Foremost Manufacturer 
of Plastic Display Equipment 
PRESENTS 
length and two piece 


apparel. Accommodates Crystal Clear Plastic Products of unparalleled 
Pins. Fits any Stand. merit, at rock bottom low cost, available direct or 


© Clear Plastic Torso 
) Form Divine 


Dynamic Display for 
Bathing Suits, Girdles 
and Bras, Halters and 

Shorts, Midriff 
Ensembles, all full- 


from any recognized display equipment dealer 
$075 A copy of our complete Catalog will be mailed 
ea nmediately upon request 


Complete with Plastic Base. 
Red Wing Products, Bellerose, New York 


SERVING OVER 26,500 CUSTOMERS THROUGHOUT THE WORLD 


SKIRT N’ SLAK FORM 
Displays for ake 
Impulse Sales \ 


; | 






DAINTY FORM 
Intimate Wear 
Display Sensation 


Clear Plastic and 

long needed to 

display girdles, 
lao Mirela <M iavl-) pen Caen 
to life this side of : 
reality. Fits any stand ' com ec 
Tilts and Swivels | toany stand. 







Crystal Clear 
Plastic—the 
closest thing to 
showing skirts 













Accommodates pins Accommodates Pins. 

‘ . 
Be? $450 

Less than 6, $3.75 each bom 010) 


MASTERFORM 


Clear Plastic 
Menswear Unit 
; Comes equipped with its 
' own heavy duty Plastic 
Stand. Displays Men’ wear 
of every kind. 
Accommodates pins. Tilts 
and swivels when attached 
to a stand. $5 50 

td 


Less than 3 at $5.75. 


















4; 
DIVIDERS 


U Tal ola: 


KIDDIE FORM 


Children’s Wear 
Display Unit 

Comes equipped 

with its own plastic 

stand. Or attaches 

to any stand, tilts 

and swivels. For boys or 

girls one piece garments or 
two. Accommodates pins. N 


Less than 6 at $4.00 each. 
3 MULTIVIEW MASS 
: DISPLAY UNITS 
-", > 'p) ft . 


J +} AA 
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TRANS ARES STOCK BOX 


< #415 b ¢ 


_ ? 
a 


Time and Money Saver. Rigid, Rugged. Dust- 
proof, 15x11 x 4. $2995 Loss than 12, $3.20 ea. 





DISPLA 


An "Kh = VW, 


‘Et ene 
: Ba 


4) gai fhe Ty 











Y MED RAO FEBRUARY, 1952 


IOY 


HAM 





Promotion Increases 


Sales 40 Per Cent 


Through a combined window and interior display program which 
told every shopper that Herpolsheimer’s, Grand Rapids, was featuring 
“Arrow” white shirts, sales of this merchandise during the promotion 
period were stepped up 49 per cent 

All the backgrounds for the shirt displays were deep blue to give 
the merchandise more contrast appeal. “Unfortunately,” explains 
Richard Kester, display director, “the three-story feature window seen 
in the first photograph was an exception to this rule as a_ large 
curtain was not feasible at the time 

“This was not a special price promotion, but that of a wide 
selection of a variety of styles, sizes, personal sales attention and 
service. The result—a 40 per cent increase in our ‘Arrow’ shirt busi- 
ness as against the corresponding two-week period in the same cate 
gory a year ago—plus the ‘carry-over’ business resulting from the 
display identification of Herpolsheimer’s as the ‘Arrow’ shirt head- 
quarters of western Michigan.’ 

The illustrations show how the theme was carried through from 
the windows into the department, the tie-in card at the store bulletin 
boards, and two close-ups of actual window displays 
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WHAT IS YOUR MOST EFFECTIVE 


1,290,000 
CUSTOMERS SAY 


DISPLAY! 


Varied merchandise was used in 58 test 
. windows in a store in each of twelve cities. 
\ 1,290,000 customers were covered — believed 
— to be the largest sampling group in any 
marketing research. 
Sales jumped from 18 to 67% by the use of 
proved display technics, for merchandise 
Le totally unpublicized in any other way. The 
ability of display to start and sustain sales was 
Check Your conclusively proved from these results. 
% ‘ 29 Report No. 2, the second in our Visual Merchan- 
“\ \ \ ‘Sales Pulse ala dising Research Series, reveals complete de- 
tails on traffic, readership and sales effect 
a 4 brought out by this study. This 128 page book, 
i Oo R D E R Y Oo U R ? fully illustrated and bound, is now available. 
Check your “sales pulse” against these records. 


i R E p Oo R T No a 2 ” Send coupon below for your copy of Report 


No. 2 — or if you haven't seen Report No. 1 


* T Oo D A yY i —send for both, $5.00 a copy. 


~ 
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Member ne a . National Association of Display Industries 
SATIONAL ASSOCIATION poe tes) \ M 
ow nae inpesrenes ee 4s a \ 203 N. Wabash, Chicago 1, Illinois 
) 4 ara . Please send me copies of N.A.D.I. Visual Mer- 
{ \ae a pee chandising Research Series Report No. 2, at $5.00 


ae aW % each. Enclosed is my check for $ 


i 
PROGRESSIVE MERCHARDISE 
PRESeaTaTion 


NATIONAL ASSOCIATION 
of DISPLAY INDUSTRIES 


203 No. Wabash Ave., Chicago 1, Illinois 


Name 


Store 


Address 


ed City 
. en” 
DuUucdeanoatmossoutacnkeunenetouénemuandadmanel 





WORLD 


Title Registered U. S. Patent Office 
Combined with fe 
MERCHANTS RECORD & SHOW WINDOW 
Issued on the Fifteenth of Every Month by 


THE DISPLAY PUBLISHING COMPANY 
Cincinnati, Ohio 





H. C. MENEFEE, President, 
NATHAN SILVERBLATT, Manager, 
R. C. KASH, Editor. 


OUR PLATFORM 
1. The Promotion of Display. 
2. More Display Cooperation by Manufac- 
turer and Merchant. 
| 3. Advancement of the Display Business. 
| 4. Practical Service to the Disploy Profession 
and Industry. 
5. Greater Appreciation of Display's Power in 
ising. 


| 6. Absolute Independence of Our Editorial 
Columns. ; 


L 


VOL. 60 
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Never Under-Estimate The Power 
Of Showmanship In Display 
There growing 
among some stores to depend on the plain, 
merchandise in their 


seems to be a tendency 
showing of 
windows and interiors without the benefit of 
dramatization through the display 
properties. They depend almost entirely on 
the merchandise for display value, apparently 
under the that since the mer- 
chandise is what is for sale that it is suffi- 
cient to show it without embellishment 
Apparently they lose sight of the fact that 
they are not selling just merchandise; in the 


austere 


use of 


impression 


instance, one of calico 
better than one 


selling romance, they are 


case of a gown, tor 
might serve a basic purpose 
of silk rhey are 
selling a successful appearance at some gala 
event, they are selling charm, and _ better 
living 

In other 


the ultimate use to 


words, stores are concerned with 
merchandise 
things being 
which shows the 
settings and in 
which will do the business 

As far back as June, 1935, W. L. Stens- 
told a National Retail Dry 

convention that there are 


which the 


will be put, and all other 


equal it is the store 
merchandise in glamorous 
dramatic us¢ 
gaard Goods 
Association 
types of display 
derly,” and “dramatized.” At 
offered charts to illustrate the 
survey as to the stopping 
different types, and showed that dramatized 
display almost three 
people as the ordinary kind, and about twice 
and orderly or un 


three 
and or 
time he 


“neat 
that 
results of a 


“Ordinary,” 


power ot these 


stops times as many 


as many as the neat 
dramatized display 

A final paragraph of Stensgaard’s address 
in 1935 is worth studying today. He said, “I 
have endeavored to place you. the 
reasoning and the facts which will 


before 


cause 


DES? LAY WOR ED 


you to study further your own display policy 
in the hopes that you will learn how to capi- 
talize on your store front and store interior 
That you will not permit your 
store to continue the economic waste that 
is so prevalent with display. I am interested 
in seeing dramatized display as the most ef- 
fective of all advertising media. This will 
mean it will be the most desirable promotion 
investment. It is encouraging to note that 
the stores which today make most generous 
use of dramatized merchandise presentations 
are among the best profit makers. The cost 
of a consistently good dramatized display 
plan and policy will not be as cheap as many 
It will, how- 
actual results 
make your 


circulation. 


store display costs of today. 
expensive to 
traceable to display and will 

store a much interesting factor to 
Main street, the public, and yourself 

is always most valua- 


ever, be less 


more 


Dramatized display 
ble.” 

More recently, the National Association 
of Display Industries sponsored display re- 
search conducted under the direction of 
Howard Cowee, at that time a professor at 
the School of Retailing, New York univer- 
sity. The study showed that dramatic, or 
atmosphere, displays definitely secure more 
attention from the public. The NYU re- 
searchers tried three methods of display in 
conducting tests to determine the reaction 
of the public to different ways of present- 
ing the same merchandise. The first, desig- 
nated as “A,” showed the featured women’s 
merchandise as simply as possible in a bare 
setting, but with The second, 
or “B” method, showed the featured coat 
raised and in use on a mannequin; the 
same accessories were used, but no attempt 
at dramatization was made. Third was the 
“C” method — identical with “B”, but 
with a simple dramatization created by a 
curved proscenium and architectural frag- 
ments (display props) on either side of 
the platform on which the merchandise was 


accessories. 


shown. 

Without going into details as to the tested 
research technique followed to ensure equal 
showings of the three methods of display, 
these are the results found: 

Lookers for this test (A method vs. B and 
C methods) 

Type of Per Cent of 
Display Total Traffic Men Women 
\ 17 9% 21% 
B 18 8% 10% 
( 21 10% 31% 

(This information is taken from the NADI 
“Visual Merchandising Research Series, 
Report No. 1.”) 

It is interesting to note that again three 
types of display were tested, corresponding 
those described by Stensgaard 
17 years before. And again the results were 
conclusively in support of the arguments 
for showmanship in display. 

It must be remembered that there 
times in the affairs of almost every enter- 
prise when the point of dead center is ap- 
proached and there is danger of coming to a 
full stop. It is at such times that a push 
in the right direction picks up the original 
momentum. At the present time particularly 
anything that retards the forward motion 
has an even greater and more harmful effect 
than it would under more favorable condi- 
Retailing is not exempt from this— 


basically to 


come 


tions 
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and when the selling power of display is 
cut through the mistaken belief that dra- 
matic presentations are not necessary, then 
retailing is being penny-wise and pound- 
foolish. 

It always costs more to set machinery in 
motion and bring it up to full speed than 
it does to keep it going in the first place. 

Men whose names have become by-words 
in display and retailing—men such as Tom 
Lee, Dana O’Clare, Albert Bliss and W. 
L. Stensgaard, to name only a few of many 
—have always made showmanship in display 
one of the primary ingredients. A classic 
example of how such a program pays off 
can be cited in the case of Jenny's, a spe- 
cialty shop of Cincinnati where 
Kehrt, through clever ideas and skillful 
use of interesting props, has made the 
store’s windows the focal point of Cincin- 
nati’s shopping traffic. 

It seems appropriate at this time to call 
attention to the article by Albert Bliss 
elsewhere in this issue. It should be re- 
quired reading for everyone interested in 
display, whether displayman, retailer, dis- 
play salesman or manufacturer. 

Plain display has its value, of course; it 
does a job up to a point; but dramatic 
display does it far better. The retailer or 
displayman who discounts its value in the 
hope of “saving” a few dollars on the dis- 
play budget is passing up a golden oppor- 
tunity. 

The words of Kenneth Goode and Zenn 
Kaufman, in their book “Showmanship in 
Business,” come to mind: 


Russell 


“Man, as a unit of humanity, has one 
tremendous advantage over the businesses 
he creates. Nature allows man a comforta- 
ble convalescence from his own mistakes. 
Business is less beneficent. It tolerates no 
feebleness. Modern competition may, now 
and then, penalize a passive failure even 
more severely than a positive error. There 
is no neutral zone. Everything, down to the 
tiniest detail, must be done in a positively 
popular way. Every action not definitely 
right is definitely wrong, perhaps harm- 
fully.” 

They were speaking of showmanship in 
business generally. But showmanship is 
also display’s essential ingredient in main- 
taining and building sales volume—and 
anything that works to that end these days 
dare not be discounted. 


Quaker Oats Features 
Totem Pole Displays 

Colorful store display material featuring 
a 5-foot reproduction of a Northwest Indian 
totem pole will be used by The Quaker 
Oats Company in merchandising their totem 
pole premium offer for “Puffed Wheat” and 
“Puffed Rice.” 

In addition to the totem pole, four-color 
display material will be available in posters, 
stack cards, and shelf strips. Tie-in mats 
will be provided for stores who wish to 
feature this promotion in their own adver- 
tising. 

The miniature totem poles used as premi- 
ums are authentic, hand painted copies of 
famous Indian monuments of the Pacific 
Northwest. They are made of pressed 
wood and stand 6 inches in height. 
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MANHATTAN DISPLAY 


[Continued from page 23) 


carried an oversized white scarf and the 


floor was carpeted in artificial grass. 

At Saks-Fifth Avenue, Display Director 
Sidney Ring created a pleasing composition 
when the copy read “SFA’s exclusive Silk 
Honans . . . make a suit.” 


A “scribble sculpture” torso was set before | 


a black velvet and brass-studded two-panel 


screen. The decorative torso was finished | 
in a cocoa shade, and on the right, draped | 


in a length of brown suiting from a bolt 
placed horizontally on a cube to the right. 
The two forms were finished in pure white; 
the one to the right wore a pastel pink 
blouse and a spray of lilac in this shade 
was placed on the bolt of suiting. A yellow 
blouse was shown on the form to the left. 
The two groupings in the foreground in- 
cluded white and the pastel shades of blue 
and gray, combined with sprays of blue and 
white lilac. Mica was scattered on the 
highly polished tile floor. 

Also at Saks, a delightful and imaginative 
bank of six windows was created by Mr. 
Ring when featuring separates in “Linen 
and Silks” on separate display forms. These 
cutouts, in characteristic poses, achieved a 
sun tan finish through applied felt in this 
shade. 

An expressive detail appeared in the 
white gloved hand on the hip of the ele- 
vated figure holding a pair of sun glasses. 
The gray shorts on the figure to the left 
were accompanied by a blue blouse arranged 
on the floor with a second pair of sun 
glasses and deep blue flowers. Red leather 





loafers, an enormous red straw handbag | 


and a red scarf were included in the ac- 


cessory grouping on the green and beige 


striped canvas which covered the floor. 


Warmth and color characterized three | 
windows at Henri Bendel’s when festive | 


prints were the featured resort wear. There 
was an international flavor in the overall 


picture of display props chosen by Display 


Director John Robert Cobb. 
The colors of the dresses were carried 
through to the panel units, which were 


made of imported woven straw matting in | 


an Inca pattern of black, orange and white. 


The frames were painted a bright terra | 


cotta spaced with masks from Mexico. An 
overflowing, woven reed basket from Italy 
contained real fruit - oranges, lemons, 
limes, grapefruit and avocados. A _ series 
of staggered bamboo curtains from the 
Far East made the backwall. The floor 
was abundantly covered with beach sand. 


De Turse Now With 
Clatworthy & Son 
Nicholls Holt, president of Clatworthy 
& Son, Ltd., Toronto, announces the ap- 
pointment of Carmen De Turse as general 
manager and director of the company, said 


to be the oldest established manufacturer | 


of display equipment in the Dominion. 

DeTurse has been active in the display 
field since leaving De La Salle Collegiate 
Institute of Toronto in 1930. In recent 
years he has served as president of Carmen 
De Turse, Ltd. 

Clatworthy & Son was founded nearly 
60 years ago. It now occupies about 12,000 
square feet of floor space at 14 Millstone 
Lane, Toronto. 
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ANNOUNCEMENT! 


8. D. A. 


SAINT LOUIS DISPLAY 
CONFERENCE AND 
MARKET WEEK 


APRIL 
6th - 7th - 8th - 9th 


Hotel Jefferson 


SAINT LOUIS, MO. 


See 
The Greatest Exhibit of Display 
Products Ever Held 


Enjoy 
St. Louis’ Famous Hospitality 


Hear 
Nationally Known Speakers 


S.D.A. 


ST. LOUIS DISPLAY CONFERENCE 
AND MARKET WEEK 


Headquarters 
2032 WASHINGTON AVE. ST. LOUIS 3, MO. 


CONFERENCE CHAIRMEN 


HOWARD BACKER, EDWARD LAMPRICH, 
Pres. S.D.A. Pres. St. Louis Display Guild 
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DISPLAY 


...on and off the record 





—Usually the man behind the 
camera, George Wagner is pho- 
tographed here somewhere along 
the highway near Monterrey, 
Mexico. He is display director for 
J. L. Brandeis & Sons, Omaha— 


—Some of the members and 
guesis of tho Detroit Display 
; Club at their annual Christmas 
aes party, held at the Hotel Statler— 





—This is Jack C. ‘ Ps ? —Robert E. Kenney is the 
Heath, newly  pro- sia § new display director for J. 
moted to general sales eee L. Hudson Company, De- 
manager of Lawter ttroit, succeeding Oscar 
Chemicals, Inc., Chi- = . Luke, retired. Kenney joined 
cago. He will con- ” ; the store in 1940 as man- 
tinue supervision of the ager of interior display 
sales of all Lawter 3 4 and became assistant di- 
products, which in- rector in 1949— 
clude fluorescent 

paints and black light 

equipment— 


—The gold medal on the lapel of V. A. N. Tonkin, dis- Left to ri i i 
J ; ~ ght, Irving Eldredge, assistant manager, 

play pase 4 ey Ro capper — ne oN Visual Merchandising Group, National Retail Dry rar 
eee s International Dis- Association; Findley Williams, national display director, 
I presented by Mrs. G. M. Wright, Sears, Roebuck & Co.; A. Lund d B. Oli Ss 
wife of Chamberlins’ chairman, at the firm's annual and Magara Cowee ess cI ‘de or Ww. L Stes em 

staff dinner dance. Mr. & A sore i Sie eas 08 

Wright is second from peere ts 

the right, and A. D. 

Day, managing direc- 

tor, is at the extreme 

right— 
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"Sales Promotion Manual" 
Is New Book 


Sales promotion practices and procedures 
advocated for smaller stores are completely 
outlined in the “Sales Promotion Manual 
For Smaller Stores,” a new publication is- 
sued jointly by the Sales 
Smaller Stores Divisions of the National 
Retail Dry Goods Association. 

The 240-page illustrated manual contains 


Promotion and 


three sections and 42 chapters devoted to | 


all phases of promotion which can be suc- 


cessfully applied by smaller stores to their 


own advertising and display functions 
Among its features are details on the tech- 
niques of newspaper, direct mail and radio 
advertising, as well as information on dis- 
play. Also included is complete data or 
the successful sales promotion activities ot 
three smaller stores and the selected best 
promotions of six other smaller stores. The 
NRDGA publication contains in additior 
a check list for store-wide promotions o1 
a month-to-month basis, information ot 
anniversary promotions, and pertinent sug- 
gestions for smaller store advertising copy 

The book can be had from the NRDGA 
at 100 West 31st street, New York City 1 
The price to NRDGA members is $3.75, anc 


$25 to non-members 


Department Of State 
Includes Display In Film 

The 1951 Christmas window display in 
the New York City office of Goodall Fabrics 
photographed for the 
in con 


was selected and 
United States Department of State 
nection with the department's film on the 


subject of American architecture. As part | 


of this film, the Goodall windows were 
the only window displays photographed in 
the sequence on Christmas in New York. 
This display devoted to the theme “Peace 
on Earth, Good Will Toward Men” received 
throughout the country in 
publications as 


wide publicity 
both trade and consumer 
well as in newspapers 
Rosenheim Appointed 
Sales Manager 

H. H. Rosenheim was named 
sales manager of International Register 
Company, Chicago. He joined the firm in 
1938 as sales engineer and was made as- 
sistant sales manager in 1949. 
of Northwestern university, 
served as a major with the U. 


recently 


S. Air Force 


A graduate | 
Rosenheim | 


and from 1946 to 1947 was Civilian Director 


of the Industrial Mobilization Planning Di- 
vision of the Air Force. 

The promotion is part of the company’s 
expansion program on “Inter-Matic” time 
switches and International “Cutawl.” 


Arthur Topham Dead; 
Well Known In East 
Arthur Topham, 
Nyden’s Department 
Conn., died recently. 


display manager tor 
Store, Bridgeport, 
He was 62 years old 


At one time Topham was in charge of 


display for Smith Murray Company, also of | 


Sridgeport, and previously was connected 
with the Canadian firm of T. Eaton & Co. 
A native of England, Topham served in the 


| 


Canadian army during World War I. He | 


is survived by the widow, four sons, and a 
brother. 
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VELWOOD MARLITE 
in fully-finished 
authentic wood grains 


Velwood panels are specially 
designed to your needs. They’re 
prefinished to save you time 
and money...to add plenty of 
sales appeal to your product. 
Easy to fabricate? Yes! Velwood 


can be drilled, punched, sawed, 


sanded, planed, laminated, and die cut. And 


Velwood costs considerably less than most unfinished fine woods. 


The durable plastic finish is easy to clean and keep clean. 


Impervious to alcohol, ordinary acids and alkalies... resistant to 


cigarette burns, scratching and scuffing, Velwood has quality plus utility. 


pel 
PLASTIC-FINISHED PANELS 


TO MAKE !T BETTER — 


MAKE IT 


Call in a Marsh factory-trained 

product engineer. He will be glad to help 

you add more sales appeal to your product 
and reduce your costs with Velwood. 

MARSH WALL PRODUCTS, INC., 

Dept. 250, Dove,, Ohio. 

Subsidiary of Masonite Corporation. 


WITH VELWOOD 








Attention DISPLAY MATERIAL JOBBERS! 


If interested in buying direct from the manufacturer 


@ LAWN CLOTH (GRASS CLOTH) 
@ FLOCK DESIGNED PAPERS 


@ FLOORINGS and BACKGROUND MAT. 


And wish to purchase at direct from factory prices — and the quick service 


from no in-between handling, WRITE FOR CATALOGUE TO: 


CAPITAL MERCHANDISING CO. 


e@ EMBOSSED PAPERS 
e@ GRASS PAPERS 
@ PRINTED CLOTHS 


363-365 THATFORD AVENUE 
BROOKLYN 12, NEW YORK 
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Display Sells Civil Aviation 


HE problem oi how best to bring to peo- 
ple in all walks of life the 
civil 


many advan 
aviation and its im 


development has been 


tages ot 
portance in economic 
\eronautics Admin- 
Department of Com 


for more than a quarter of a century 


the concern of the Civil 
istration of the U. S 
merce 
Experience over this period in all types of 
has proved that one of 
methods of 


information media 
reaching 


those 


the most successful 


numbers of especially 


technical 


people, 


large 


having no direct interest in or 


knowledge of aviation, has been through the 
ol displays 

short years the ( 
Information 


effective use 
In the five 
Aviation 


AA Office of 
has been utilizing the 
display medium as an adjunct to booklets, mo 
tion pictures and press releases in bringing 
aviation developments to the general public, 


it has presented display shows in three for 


eign countries as well as in nearly a dozen 
cities in the United States. Literally mil- 
lions of persons and a large number of them 
outside the aviation industry have 
acquainted with CAA safety programs or use 
of the newly developed aids to air naviga- 
tion by use of mechanical displays 


bec« yme 


The record for some of the more impor- 
tant CAA shows reads as follows: Half a 


—Civil Aeronautics Administration displays 
are made up in units which can be used singly 
or as a composite exhibit. One such section 
is seen at the upper left, while a close-up of 
part of the display is at the right above... 
Below, a workman assembles some of the 
equipment which animates the displays 

Lower right, three dimensions, plastics, motion, 
light, and instruments that function realisti- 
cally combine to give the exhibits interest— 


at two Indiana state 
fairs; over a at the dedication of 
Idlewild International airport, New York; 
in excess of 300,00 each at two international 
aviation exhibits in Paris; another million 
at Port Au Prince, Haiti, and an equal 
number in Ankara, Turkey. Other success- 
ful shows have been held in Atlantic City, 
Chicago, Washington, and Indianapolis. 

Although wide use has been made of static 
displays, it has been found that it is the me- 
chanical display with its moving parts and 
accompanying recorded explanation that has 
caught the public eye. 

Typical of the CAA displays is the one 
presented at the 1951 International Aviation 
Exhibit in Paris, which illustrates the use 
and operation of the latest advancements in 
the field of air navigation—the omnirange, 
instrument landing system and approach and 


million persons each 


million 
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surveillance radar. This exhibit was de- 
signed with two important factors in mind, 
simplicity of presentation and utility of use. 
In the presentation wide use was made of 
plastic to indicate glide paths and _ back- 
ground, Actual flight instruments were re- 
produced and in the case of the radar section 
of the display, radar scopes with moving 
“pips” add to the realistic effect. In this 
display one actually sees the aircraft “flying” 
down the final approach to the airport on 
the automatic instrument landing system 
and the precision radar while the surveil- 
lance radar picks up other aircraft in the 
vicinity of the make-believe airport. One 
also sees an aircraft flying from one omni- 
range station to another along the airway. 
These exhibits give a graphic picture of 
the invisible navigation and landing aids in 
everyday use around the country. While 
the big three of the airways — radar, instru- 
ment landing system and the omnirange 
may be displayed in one exhibit, the display 
as a whole was designed in sections in order 
that each may operate and be shown in- | o . 
dividually, if necessary. While this pre- Sil [ A 
sented many problems of design and con- | l ves rl nnounces 
struction, Ben Stern, director of the CAA | 
Office of Aviation Information, and Rene the newest, most revolutionary 
Prevost, chief of the Graphics and Technical 4 
Models Branch, believe the flexibility of the 
divided design to be most effective for the p 5 [ 


subject matter. 


on the market today! 
New Display Cloth 


Is Announced © +e We converted a sealed beam battery light through a trans- 
A new metallic cloth designed as a dis- ’ . 

play aid to create beautiful complementary former for modern window light. It will throw the most 

tones to blend with all types of merchan- 

dise has been created by George A. Taffel, | concentrated beam yet produced. The bulb, a GE product, 


president of Taffel Bros., Inc. 


is replaceable after 1000 hours at a cost of only $1.65. 


Designed to enhance the display of general 
items and increase sales, “Brilliance” is an * 
inexpensive, luxurious-looking, tarnish and The unit, complete with transformer, 


wrinkle-proof accessory that can be readily | $ 00 

dry cleaned for long use. Available in 15: EACH 
silver or gold tones from the company at 
95 Madison avenue, New York City 16, 
the material comes in 42-inch width. | A trial order will convince you! 


cron ig | SILVESTRI ART MEG. CO., INC. 


Formerly assistant display manager of 
The —_ . 2 " Tashi < Cha > 
The Hecht Company, Washingt mn, harles 1147 W. OHIO ST. CHICAGO (ft Pa hs 
Gilbert is now with Bonwit Teller & Co., 
Philadelphia, in the same capacity under 
Marc Bieler. Jay Bishop, whom he re- 


places, resigned recently in order to free- | \ j 
lance \ / \ REED and RATTAN 


eis | . N ‘ to Beautify your Spring 

Kiefer Establishes / Se — > Windows and Interiors 
* \ / No. FS28 FISH SCALE DISPLAYER. 
Own Business t Decorative and functional for _any 
James Kiefer has resigned as display re, window. Hang it vertically, horizon- 
i . . P > 5 a ‘ ] \ / tally or at any angle by merely 
director of Erlebacher’s, Washington, in / \ / / \ swinging to desired position. Can 
order to open his own business as an in- : also be arranged into steps or used 
“ . \ } separately in numerous ways. To 
terior decorator. His successor has not \ make longer or wider add units in 
been made known at this time length or width. 14° H x 17" W. 


pers esti SL tienes 3 Pat de ea eee 











| \ \ With inside design, per doz..$18.00 
—_____—_-_____— | \ \ Without inside design, per doz. 12.00 


Izzo Heads Display WRITE FOR SPRING CATALOG 


For Kasdin Stores | ARTHUR CREATIONS 


Frank Izzo has become affiliated with the Mfrs. of Wicker Baskets 
Kasdin Cosmetic Drug Company as display | and Displays 
manager. The firm has 12 stores in the Inwood Station Post Office. Box 37, 

“ii. Sr eer ote New York 34, N. Y. 
Miami Beach area in Florida. 
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COORDINATED DISPLAY 
AT BAMBERGER'S 
{Continued from page 29] 
Approximately three months before a 
is due, Mr. McCorkle 
one of whom specializes 
in wire and papier mache work and _ the 
other in art and design, to formtlate plans 
and ideas \t effective 
advertising or merchandise de- 
and the closest kind of 
various departments 


major change meets 


with his designers, 


times ideas come 
from the 
partments as well, 
cooperation among the 
prevails 

\fter this meeeting sketches are prepared, 
discussed, and submitted to the 
publicity director or the executive committee 
approval 
program is a 
display director 
architect. Here 


revised 


for consideration and 
The modernization con- 
tinuing one in which the 
works closely with the store 
feeling of continuity, whether 
is sought for. No ideas 
yet they manage to keep in 


again the 
by color or device, 
are duplicated, 
the same spirit 

Whenever a major campaign is due, all 
work is coordinated so that a uni- 
carried from the: windows 
right into the interior, to counter 
card toppers, posters and any other media. 
Mr. McCorkle is a strong advocate of this 
type of coordination and has authored an 
article on the subject in the National Retail 
Dry \sociation’s Display Manual. 
“Where there is unity, there is strength,” is 
Mr. McCorkle’s theme. Since windows are 
the public’s first taste of the as they 
approach it, the continuation of the window 
inside makes the customer doubly 
to important items or promotions 
all the potential from a 


display 
form theme is 


store’s 


Goods 


store 


theme 
attentive 
and thus extracts 
given promotion 
To accomplish this, Mr. McCorkle points 
out, it is usually most practical to agree on 
which can be used in all media 
establish an overall unity for a 
Since the execution of a device 
dimensions ordinarily poses the 
greatest problem and expense, he believes 
that it is best for the display director to 
be a determining factor in the selection of 


a “ce vic e” 
and thus 
campaign. 
in three 


such a device 
Robert L. McCorkle 

retailing in a 

Knoxville, lowa 


got his feet wet in 
town of 


at Mar- 


store in his home 


He’s done stints 


shall Field in Chicago, Macy’s, McCreery’s 
and Lord & Taylor in New York City, and 
the U. S. Air Force before joining Bam- 
berger’s in 1947. He is also a member of 


the Board of Directors of the NRDGA's 
Visual Merchandising Group 

His sure hand and imaginative ideas have 
made Bamberger’s one of the nation’s leaders 
in retail display 
Morgan Announces 
New Machine 

The Morgan manufacturer of 
display sign-making devices, offers an im- 
proved “Line-O-Scribe,” Model MS/711, es- 
pecially designed to meet the needs of the 
smaller type store. Among its main features 
are compactness and convenience plus sim- 
plicity of operation. With it anyone can 
varied professional sign styles (7 
and smaller) including repro- 
duction of various type and in 
For details, write to The Morgan 
3984 Avondale avenue, Chicago. 


Company, 


produce 
by 11 inches 
styles, cuts, 
colors. 
Company, 





Acrylite Plastics, Inc. 
1545 Inwood Ave. TR 8-7403 


FINEST IN DISPLAY FIXTURES 


Plastic — Wood — Metal 


David Hamberger, Inc. 
115 West 3ist St. 
MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units, 
Backgrounds, Novelties 


PE 6-0464 





Allied Display Materials, Inc. 
65 Madison Ave. MU 5-6487 
NOVELTIES, ARTIFICIAL FLOWERS & 
DISPLAY MATERIALS 


For Windows and Interior Store Display 


A. Lutz 
3 West 18th St. CH 2-6264 


REED AND RATTAN DISPLAYS 


Display Units, Frames, Screens, Novelties, Fixtures 





Arts & Flowers Displays, Inc. 
43 West 5éth St. Ci 7-6848 


ARTIFICIAL FLOWERS and FOLIAGE 


Display Novelties and Accessories 


Maharam Fabric — 
130 West 46th St. U 2-3500 
DISPLAY FABRICS & Accessonies 


Chicago 115 S. Wabash 
Los Angeles 1113 S. Los Angeles 





Bliss Display Corp. 
460 W. 34th St. BR 9-5750 
DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 


Messmore & Damon, Inc. 
1461 Park Ave. TR 6-3530 
MECHANICAL DISPLAYS 
Papier Mache, Industrial Exhibits and Dioramas 





Bois Smith Studios 
228 West 39th St. LA 4-4492 
WINDOW & INTERIOR DISPLAYS, 
ARTIFICIAL FLOWERS 


Natural Creations, Inc. 
233 Fifth Ave. LE 2-2377 
FOLIAGE NOVELTIES, 
DISPLAY DECORATIONS 


Creative Displays — "It's a Natural” 





Bonafide Display and Decorative Co. 
61 West 37th St. WI 7-7965 


ARTIFICIAL FLOWERS and FOLIAGE 
Original Creations for Better Displays 


Thomas Pace Co., Inc. 
506 West Broadway GRomercy 7-0778 
ARTIFICIAL FLOWERS & XMAS TREES 


Decorative Display Novelties 
Sell to Jobbers Only 





L. J. Charrot Co. 
36 West 27th St. WI 7-1687 


ARTIFICIAL FLOWERS 


Display Units, Novelties and Decorations 


Result Displays, Inc. 
350 West 3!st St. LO 4-8440 


PLASTIC TRAYS AND HANGERS 
A quality product priced right 





Colonial Decorative Display Co., Inc. 
70 West 40th St. WI 7-0230 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties and Decorations 


Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Decorative Creation & 
Art Flower Co., Inc. 

13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Bert Greenbaum ® Werner Leburg ® Martin Schloss 


Nat Siegel, Inc. 

39 West 37th St. WI 7-8488 
MANNEQUINS AND DISPLAY 
EQUIPMENT 
Distinctive Display Fixtures and Novelties 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


Walter E. Spaeth Displays 
57 West 30th St. MU 3-2749 
NATURAL FOLIAGE DISPLAYS 


Factory — Corona, N. Y. 





The Display Equipment Corp. 

147 West 37th St. BR 9-8450 
Manufacturers and Distributors of Exclusive 
CORONET & WINDSOR 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 44069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





Frankel Associates, Inc. 
218 West 47th St. Cl 7-0060 
DISPLAY FABRICS & ACCESSORIES 


127 N. Dearborn St., Chicago; 
424 Book Bidg., Detroit; 819 Santee St., Los Angeles 


Ben Walters, Inc. 
125 West 26th St. AL 5-2308 
DIP IT! DRAPE IT! 
SHAPE IT! CAST IT! 


*Trad k of 
auaie Care, See it demonstrated 


Celastic Corp. 





Victor Haida Displays, — 

149 West 24th St. H 3-3540 
DESIGNERS & eeacwenies 
OF CREATIVE DISPLAYS 
Largest Showroom in the Country 








SAVE TIME — DO YOUR 
DISPLAY BUYING IN 
NEW YORK 














at a 
? i: 


MERCHANDISE DISPLAY PRESENTA- 
TION goes into the new year with a 
record of past accomplishment thct 
insures its place ip the sales promo- 
tion plans of retailers everywhere. 
There will be a new vigor in the 
design and production of display 
properties by these progressive New 
York display houses which have ever 
held the limelight for their daring and 
originality. Consult them for assist- 
ance in fulfilling your display require- 
ments in display props, materials and 
accessories. 





1€ ALWAYS MARKET WEEK IN NEW YORK! 
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LOS ANGELES PRELUDE 


V/, e S. 1 o {Continued from page 21] 

Gu- — THE COUNT RY S | <A second display by Gordon Butcher was 
an excellent tie-in with the Twentieth-Cen- 

tury-Fox film, “Anne Of The Indies.” The 


I KADING . WI . SE] | ER! theme was “Pirate’s Plunder—High Fashion 
* at a Low Price.” The black, red and yel- 


low gowns of the mannequins, styled after 





designs of the 16th century, were set off 
No Measurements Needed strikingly against a background of red and 
black faille ribbon strips. Interesting to 
note was the use made of the area between 
AND: they are designed with a special rubber base which this and another window. The door was 
: left open, exposing an area 4 feet deep, 
secures snugly on most any head. There’s no need for treated to suggest an entrance to the stylized 


Vari-Shape are superior in quality .. . stylishly coiffured 


room. The opposite side of the window was 
cut down by use of a curved wooden strip 
attached to the walls at the top of the win- 
Vi e £ MANNEQUIN dow. A pleasant theatrical look was thus 

G1t- WIGS achieved, enhanced by a crystal chandelier 


and an authentic treasure chest which was 


measuring! 





loaned by the Fox studio. The floor had red 
by BRUNO DO THE JOB and black asphalt squares placed at an angle 
: leading to the entrance. These squares were 
For attractive mannequin displays, you'll be RIGHT sprinkled with gold dust and gold coins, as 
well as studio-designed jewelry. Lighting was 
keyed fairly low. Amber, green and pink 
the style circular. spots were used to complete a most unusual 
window. Four figures, one seated, wore af- 
ternoon gowns of bright hues. This par- 


1952 STYLE CIRCULAR ticular window was designed by Warren 


Clark, assistant to Gordon Butcher. 
AVAILABLE At The Broadway-Hollywood, Display 

e° . . a 
Director M. D. Luick had a most striking 
New 1952 hair style circular shows the latest styles— window devoted to footwear. This large 
' x ? corner window was executed to represent 
including the popular poodle cut. Use coupon below. an attractive shoe salon. 


Boxes of Joyce shoes were used on 


ALSO — A COMPLETE SERVICE FOR | shelves to represent a shoe department. The 


walls were gray, and the use of spotlights 
MANNEQUIN REFINISHING was most effective. Two mannequins ap- 
peared in this display. One was seated on 

a chair, inspecting casual shoes placed on 
a dark metal fitting stand. Another shoe 
' J was held in her hand. A _ second figure, 
HERZBERG-ROBBINS INC wearing pedal-pushers, was standing and 
y 9 vis ostensibly admiring the shoes. Both man- 


457 WEST BROADWAY, NEW YORK 2 age. feet) a nequins wore small checked outfits, carry- 


SSS SSS SSS SSS SSS SSS SSS SSS SSS STS SSS SSeS eee eseeeeeees ing out the casual tone of Joyce footwear. 
HERZBERG-ROBBINS, INC. 457 West Broadway, New York 2, N. Y. Other pairs of the shoes were placed near 
Gentlemen: Please send me your latest wig-style and mannequin repair circular. the front of the case. A prominent sign 

near the front read, “Your smartest choice 

is Joyce.” 

Address A small window on the side (not shown) 

also carried this line of footwear. Against 

blue side and back walls, the same as those 

Attention: of the large corner window, a blue cut-out 

sign read simply “Joyce.” On a hanging 

shelf of kidney-shaped design were three 


airs of casual shoes i sen, red and 
RUSTIC DISPLAYS —_ POLES AUTOMATIC woop TURNINGS ct This shelf, need aoe “am pos 


All Types of Finishing | suspended by fine wires from the ceiling. 


SLABS — BRANCHES — BARK Dowels and Balls in Stock \ second pale-blue shelf of the same shape 
CEDAR = ETC BIRCH H. ARNOLD WOOD TURNING CO. | | *!0%! about 6 inches from the floor. Color 


363b Union Avenue, Brooklyn 11, N. Y. || #5 given to this display by a gay red 
STagg 2-5693 handbag and kerchief placed casually on the 

RUSTIC “PARKCRAFT” } floor. 
} | Luick also devoted attention the coat- 
} USE THE | dress idea in several windows of the fashion 
PU RN ITURE | OPPORTUNITY EXCHANGE bank. A sign propped on the floor read, 
| For any WANT AD purpose: “Coat-Dress Signals Spring With a Tur- 


COMPANY, INC. POSITION WANTED POSITION VACANT cise Accent” Lingerie ae oe 
° ° USED DISPLAY EQUIPMENT FOR SALE quoise Accent.” Lingerie and various small 


Phones: 9-6479 or 9-6103, Williamstown, N. J. $4.00 Per Column Inch— CASH WITH ORDER 


with Vari-Shape wigs. It’s the Wig Leader! Write for 








Anything fixed from a broken hand to complete repair and 
refinishi % 


g of the qu 








Store Name 


City 

















items were used as accessories, and in 
three windows a single mannequin wore the 
merchandise in black and white. The walls 
were in turquoise. 


e « When Writing Advertisers Please Mention DISPLAY WORLD « » | Luick anticipated the month of June with 


| a striking display devoted to wedding finery. 
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The first of the two windows featured the 
bride herself, gowned in very pale, mist- 
like blue. On the floor near the bride's 
feet were some dozen gold-painted octagonal 
plaques, several inches in diameter. Propped 
open near the front of the window was a 
large cream-colored book; the left-hand 
page read, “The Most Important Page in the 
Life of a Bride;” on the right hand page 
was: “A Story Book Wedding.” Suspended 
from the ceiling near the front glass were 
many strands of cream-colored ribbon, 
graduated in length. The longest strand 
reached the floor, and the shortest Was 
only a few inches long. On the end of 
each strand was a small spray of orange 
blossoms. 

The second window, carrying out the 
same theme in the color arrangement, con- 
tained two figures gowned in the same misty 
blue. One was a bridesmaid and the other, 
with a_ silvery coiffure, represented the 
mother of the brides. The walls of these 
displays were of a rich blue 


Lucy’s women’s specialty shop carried out 
a motif in which daisies were prominently 
used in the main window of the fashion 
bank. Six mannequins, all gowned in black 
and white afternoon frocks of varying com- 
binations, were lavishly adorned with white 
daisies. Folded blouses on the floor had 
daisies around the neck-line and _ these 
flowers also appeared on the small hats 
worn. Against the gray back wall were 
pinned large roses, a white one alternating 
with a black. This arrangement extended 
the length of the long oblong show window. 


Assignments Made 
At Davidson's 


Cogswell Cromwell, display director of 
Davison-Paxon Company, Atlanta, announces 
that Lynwood Walsh, formerly assistant 
display manager of the Hengerer Company, 
Buffalo, has been assigned new duties as 
Davison’s window display supervisor. Clif- 
ford Thomas, for more than eight years with 
the store, has been appointed interior dis- 
play supervisor. This move was made to 
more closely coordinate the activities of the 
five branch stores with the overall display 
program from the central office. 


Tampa Department Store 
Triples Lighting Level 

Maas Brothers, Inc., of Tampa, recently 
improved the selling atmosphere of the main 
floor by installing a “Flexi-Module” ceil 
ing through the cooperation of the Stoval 
Cabinet Shop of Tampa and the installa- 
tion of 96 Sylvania fluorescent fixtures 
equipped with “Warmtone” lamps. The 
fluorescent fixtures are mounted 15 inches 
above the “Flexi-Module” which is located 
11 feet 4 inches above store counters, and 
14 feet 6 inches above the store floor. 


Prior to the installation only 8 footcan- 
dles were provided throughout the 8,495 
square foot area. With completion of the 
“Flexi-Module” lighting system lighting 
levels rose to 20 footcandles at floor level 
and 25 footcandles at counter level. Power 
required for lighting is approximately 15 
kilowatts. 


DESPEAY WORE D 





Fiectuve GRASS MATS 


"The other fellow’s 
Standerd $4.00 $45 Grass always 
ASS MATS CO: Deven looks Greener” 


GRASS MATS 

Available in Natural Raffia Grass at 

same prices. Perhaps it's because they are Nature-Like 
grass mats in his window display. We 


x 15 ft. length .$ 3.50 promise these fresh, Nature-Like 72 Row 
17 in. width x 15 ft. length 4.95 Grass Mats will enhance the attractiveness 
‘ of your display settings. The turf is heavy 
- os sero : i os er ire and extra-thick. Perfectly uniform and even 
. Wi x . leng . 

x 

a 

a 














12 in. width 


—no bare spots show through on these 
5 ft. width x 10 ft. length 11.50 Nature-Like Grass Mats. Turf is securely 
5 ft. width 


15 #. length 17.50 stitched to a durable burlap base. 
3 ft. width x 30 ft. length . 21.75 — Sprinklings Covers approx. y J 95 
ee, 40 sq. ft. 1" thick. ‘ 
Special Sizes to Order — Any Length 4 |b. carton 


or Width. 


To, LORY R. CONE COS 2. 


Member NADI 
810 PENN AVE., PITTSBURGH 22, PA. 




















UPSON 


CUT-OUT LETTER 
Alphabets 


IN 3 STANDARD FONTS 
UPSON cut-out letters are thick, sturdily 
made. Perfectly, smoothly cut. They come in 
a natural ivory finish—ready for attachment, 
Mail coupon for complete details 


JHE UPSON COMPANY 

8202 Upson Point, Lockport, New York 

Mail samples and descriptive literatureon Upson 
cut-out letter alphabets. 

NAME____ 

FIRM NAME___ 

ADDRESS. 

CITY 


Also special cut-outs and trade names 
produced for quantity orders 
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Ue ABE 


VUE-MORE 


ELECTRIC DISPLAY TURNTABLES 


ha. 


ANIMATION MOTORS & 
SPECIAL MECHANISMS 


Quiet @ Wide Speed Ranges 
Dependable 


The 
largest 
variety 

of 
electric 
turn-tables 


es 
A model 
for every 
use and 
budget — 


CEILING TURNERS 


for hanging displays 


3 STANDARD SIZES 


25 Ibs. 75 lbs. - 250 Ibs. 


Convertible Tier 


Structures Versatile 


acces- 
sories 
for 
hundreds 
of 
display 
purposes 


Diam. 


8" to 23" 


Rotary electric outlets available 


e ¢ e Guaranteed for | year 


BREVE 


MFD. BY 


PRODUCTS CORP. 


$08 BROOME ST NY 13 NY 
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A Utility Holds 


“Open 


Lobby” 


By GEORGE W. KEITH 


(The following is excerpted and reprinted 
with permission from Public Utilities Fort- 
nightly. —Ed. ) 

ERE she alive today, Alice would 
W in a new Wonderland in a_ place 
she would least expect—the heart of 
Cincinnati in the downstairs lobby of a 15- 


modern office building 
animals 


story 
she’d see a 
electric refrigerator that 
jaywalking; a real full- 
merry-go-round, filled with laughing, 
happy whirling children; an __ ice-skating 
rink on which live ladies and gentle- 
pirouetted; the most perfect miniature 
chugging, puffing, and tooting in the 
largest yards on earth; a 
life-sized home, complete with all fine furn- 
ishings, and everything electrical imaginable ; 
and many other things, including something 
Lewis Carroll did not dream about—a mock- 
pile, conjuring up future 
Alice nor my self could 


Instead of talking 
walking, talking, 
got arrested for 
sized 


real 
men 
trains, 


model railroad 


up of an 
which 


atomic 
magic neither 
comprehend 

Today Alice would be inflation-conscious, 
and get an added thrill to find this Wonder- 
land free to everybody. 

All this is by way of introduction to the 
continuous “World’s Fair in Miniature” 
conducted by the Cincinnati Gas & Electric 
Company, using 2,000 square feet of 
its front lobby formerly devoted to retailing 


some 


appliances and fixtures. 

“It is impossible to estimate the good will 
company and all concerned 
Walter C. Beckjord, 


deriving to the 


in. these exhibits,” 


president of the utility, told this author who 
queried him in connection with a_ special 
assignment, seeking the complete story of 
this remarkable example of pub- 
lic relations 

The 


successful 


aware of 
his company’s — any obligation 
toward the citizenry at large. His favorite 
quotation is from Lincoln's utterance, “Public 
With public senti- 
without it, nothing 


particularly 
company’s - 


executive is 


sentiment is everything 
ment, nothing can fail; 
can succeed.” 

“No other business,” he 
holders in his latest annual 
intimately related to the lives of all its cus- 
tomers, and to the community as a whole, as 
that of your company. Nor is any other so 
dependent upon the confidence and good will 
of its customers. Consequently, it is a major 
concern of your management to shape the 
company’s entire operations in the public in- 
terest—to build public confidence—and to 
maintain a position of leadership in commun- 
ity responsibility. As a result of this policy 
we believe our customers are favorably im- 
pressed with the good citizenship of the 
company in the communities which it serves.” 


told his share- 
report, “Is so 


CG&E is in fact in the forefront of every 
civic project, Cincinnati Symphony Orchestra, 
Red Cross, Community Chest, traffic safety, 
Soy Scout-Dan Beard centennial, ete. 

However, this article is concerned chiefly 
with the lobby shows, and everybody is of 
one mind as to their value; educational in 
the extreme, they are commercially sound as 
well. 





—This charming display was used by Winston Jones, Franklin Simon & Co., New York City, 
during the pre-Easter season last year. The floor is covered with baby bunny heads mounted 
on flower stems— 
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As President Beckjord said, “They are a 


wonderful means of acquainting more people’ | 


with the uses of electrical and gas appliances, 
and they are highly instructive in demonstrat, 
ing the part electricity plays in the world.” 

It seems these shows have become such an 
unofficial adjunct to formal education in the 
Greater Cincinnati area that CG&E has come 
to mean “College of General Education” as 
well as Cincinnati Gas & Electric. 

Almost daily chartered busses may be found 
discharging precious cargoes of curious youth 
in search of knowledge to enable them to 
cope with the realit:es of a stern world. Their 
letters to the utility, from grade school to 
university students, indicate they do find, in 
a measure, what they seek 

The exhibits stem from the abandonment 
by CG&E of the retail field. The merchan- 
dise removed, there was a large void which 
had to be traversed before reaching the 
cashiers’ windows by those who paid their 
bills in person. 

Including those who transacted other busi- 
ness on the first floor there were 75,000 who 
monthly took the long walk. 

To give this made-to-order audience some- 
thing else to think about besides paying their 
bills was the urgent problem. It must be 
something to leave a good impression on their 


minds, the commercial equivalent of the | 


theatrical axiom, “Send them away laughing.” 


The problem of this vacuum, which is “the | 


space occupied by nothing,” was dumped into 
the lap of a young man with advertising in 
his blood. To that kind of man a vacuum 
is more abhorrent than it is to Mother Nature 
herself. 

He must fill the lobby, and fill it he did. 


Every month since July, 1946, it has been ! 


filled with a different kind of exhibit. 
In conjunction with the Cincinnati Elec- 


trical Association, the Greater Cincinnati Gas | 
Range Association, and the three newspapers, | 


The Enquirer, The Post, and The Times- 
Star, merchants’ gas and eelctrical wares 
are displayed in the utility’s lobby. 


Now, if these were merely merchandise 
displays there would be no story; but in ad- 


dition to the respective displays there is 


each month a free performance, a contest, | 


or some kind of feature 
It is this extra added attraction which 


has caused more than a million people | 
annually to visit the lobby. This is indeed | 


a modest estimate, since the December 


show, alone, attracted more than 150,000 | 


men, women, and children from Ohio, In- 
diana, Kentucky, and West Virginia. 


For four years in succession these shows | 


have been instrumental in earning for CG&E 
the Public Utilities Advertising Association 
award in the class which includes Chicago, 
Cleveland, Detroit, New York, and Phila 
delphia. 

As this was being written CG&E was 
awarded the Edison Electric Institute palm 
for the best residential lighting promotion, 
Also, because of the lobby shows and other 
institutional activities, CG&E was presented 
with the governor’s award for 1950, by the 
Ohio State Development Commission “for 
the advancement of Ohio’s prestige.” 

The first lobby exhibit, designed to high- 
light good lighting, had as its feature the 
world champion typist, a lady who had to 
be traced through newspaper clippings, Cin- 
cinnati to Cleveland to Chicago, phone 
directories, and whatnot, and who finally 
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"OUR LIGHTING 15 MOGH 
IMPROVED, 


thanks to the 
LUSTRA MAN, 


says Hudson Bay Fur Co., 
Salt Lake City 





HERE’S THE EXACT STATEMENT of Mr. 
Richard Crookston, Hudson Bay’s Display 
Director: 


“Since we adopted Lustra Fluorescents and Spots 
and Floods our store lighting is much improved ...a 
big help to sales and general operating efficiency. Our 
experience shows that Lustra Lamps burn longer, save 
replacement time and reduce overall lighting costs. In 
addition, Lustra service takes the whole lighting prob- 
lem right off our shoulders.” 

For increased sales through better display lighting, and for minimum 
overall lamp costs, talk over your lighting situation with your local Lustra 
Man. He's conscientious and amply qualified to solve practically any 
ligkting problem with the complete quality line of Lustra Double Duty 
Lamps and Fluorescent Tubes. Just contact us and we'll have him call 
on you or phone for an appointment. Lustra Corporation, Dept. N-2, 

36 Washington St., Brooklyn 1, N. Y. 


V Se 


st OY 
Par 38 Double-Duty Deuble-Duty Double-Duty Double-Duty 
Spotlites and Incandescent Reflector 


Fluorescent 
Floodlites Tubes 


AMERICA’S DATED LAMPS 


Double-Duty Reflector Lamps, |! d t Lamps, Fluorescent Tubes, Spot- 
lites and Floodlites, Rugged Duty Lamps, Fluorescent Fixtures and Starters. 





Pan eters dre esata» 


i oeinren ae 


EPR AIEEE 
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SOME PRESTIGE STORES WHO SAW THE LIGHT | 21i0c 0.8 Sis (0 stat it the premiere 


was a and she has 
| been followed by hits ever since. 
¢ H A N G E D F R 0 M R E F LE C T 0 R : T Y P E LA M P $ | They have been due largely to the efforts 


| of Edward J. Hodgetts, the man the astute 


* MORE LIGHT | management of CG&E appointed as a kind 
. of Plenipotentiary Extraordinary to the 
to AT LESS COST! | Court of the Populace. 


Although a registered engineer and de- 
signer of such things as an original visibili- 
E © Cuts display-lighting costs nearly 90% | ty chart, his life seems centered on public 


. | relations, for which he is eminently fitted 
> ! 13 
Uses Ordinary Household Bulb both by personality and resourcefulness. 


8 Mg ‘ © Reflector Never Needs Replacing! | He wears on his face a look of perpetual 
G65 ¥ © Brighter, Whiter Light! modest, pleased surprise, as though amazed 


& i : 1 : 4 | at the things he causes to happen in the 
BUky 7 © Consumes '/s Less Eelectric Current! lobby, and at their splendid reception. How- 


JOSKE’S of HOUSTON . © Fits any Bullet, Hi-Hat or Open Socket! | ever, that is not the case, as he seems in- 
FE, *patented, other patents pending stinctively to understand what the public is 
rn A BROT pp a ' interested in at any given time. 

3 ¢ Tr . - 
OS tons TQ Thus it was that as soon as the first show 
wnat per —_ 


w 
hp cove closed in July, he knew what he wanted in 


Being the kind of family man who takes 


os, ; ; ; ; ; 
"ery .o his enthusiasm for his job to the dinner 
€ table, he tested his son Craig’s reaction te 


LTSCHUL'S, ee ay a mammoth model train show in tune with 


LOEB & MANSFIELD, Inc. é "to crs the following December. 


the Christmas season. 

ek The railroad layout is the biggest attrac- 
ART : 4 ma Cc. tion of all every Christmas time, which is 
, understandable when we learn from an ar- 
: FRANK & sep ticle in Collier's that there are approxi- 

. ER OF Prtys, a aE > 
y BURGH, Ne. mately 500,000 permanent toy train installa- 
tions in the nation, And that there are 


yearly sales of about $18,000,000 of these 
irofleetor CO., INC. General motors suILoING rhoo-chote, monily 55 Chietees see. 

os 9 ‘ There are no statistics available as to just 

THE BRIGHTEST—1ADEA IN LIGHTING 1775 B'WAY, NEW YORK, N.Y. how many trains are sold in Cincinnati 

because of the lobby shows, but merchants 

are satisfied their influence is tremendous 

‘e) N ef | t IIx G RASS MATS and without price, and they particularly laud 

EAT e ve y the salesmanship which presents the shows 
at such an appropriate time. 


eT a-1-18) as Grass relate. Just as Natural “That,” said Stanley Dahlman, promotion 








expert for the Cincinnati Post, “is what we 
admire in all the shows—their timeliness. 
They are not only educational and enter- 
taining, but they are always topical, some- 
thing you have just read about in the news- 
papers.” 

Typical of this was the atomic energy 
display, which was borrowed from the 
American Atomic Energy Museum at Oak 
Ridge, Tennessee, for a period of three 
weeks. 

Usually shown for but one week, this was 
the only instance in which it was permitted 
to be exhibited in any place other than a 
college or university. CG&E was duly flat- 
tered by being thus excepted. 

The AEC, U. S. Public Health Service, 
University of Cincinnati, and the local 


Civilian Defense Organization were the 
ae 


. 7 > See me air. J : 4 . - 
- . pple ; sponsors. Westinghouse and General Elec- 
RY-y- Me fol!) g Display Jobber or Write: 1. My Reg: tric contributed appropriate pamphlets and 


scientific lectures. 
° Museum authorities were greatly pleased 


with the staging and attendance as every 
HAMBURG, NEW YORK 


segment of greater Cincinnati’s population 

displayed deep interest as all phases of the 

possibilities, dangers, and benefits of atomic 
| energy were dramatically presented. 

BASE-METAL, PUFFING FOIL } USE THE | Realizing the concern for housing is a 

AND FOIL PAPERS Opportunity Exchange lively topic, in connection with National 

25 Ft., 50 a SS in Reams For any WANT AD purpose: | Home Week the utility staged a promotion 


POSITION WANTED POSITION VACANT | | in which a six-room house was constructed 
R. A. OHLHORST USED DISPLAY EQUIPMENT FOR SALE PP wg ray — jouse $s construc 


454 Broome Street New York City 13 $4.00 Per Column Inch— CASH WITH ORDER 




















It was not a flimsy, simulated miniature, 








FEBRUARY, 1952 


but the same prefabricated house you would | 
set up on your lot permanently. It was | 


furnished throughout by the H. & S. Pogue 
Company, one of Cincinnati’s finest depart- 
ment stores, and an electric eye tabulated 
a total of 54,262 persons inspecting it. 


With the theme “Good Lighting Is Good | 


Housekeeping,” the magazine Good House- 


keeping was tied in with the promotion, and | 


it is said to be making plans to use the 
idea nationally. 

M. Ray Applegate, of Applegate Advertis- 
ing Agency, expressing his amazement at 
the success of the show, reported that Ohio 
Homes, Inc., which constructed the house, 
won first prize for best publicity of the year 
among 300 dealers handling National 
Homes Corporation prefabs. 

As well it might, for the display sold 
86 houses, according to Stanley A. Ferger, 
advertising director of the Enquirer, which 
publicized the event locally. 

The three newspaper, it should be noted 
here, think so highly of the lobby shows 
that they draw lots to see which paper will 
handle what show. Their cooperation is 
phenomenal in this respect, no matter how 
divergent their editorial policies might be. 

John C. Pogue, president of the depart- 


ment store, expressing pleasure for the | 


privilege of cooperating in the housing af- 
fair, said much benefit had derived to his 
store from it, although no actual figures 
could be obtained. 


Displays are arranged to coincide with | 
the selling season for each kind of appara- | 


tus. Thus in January of last year the home 
freezer show anticipated warmer weather. 


A 20 by 26-foot ice-skating rink was laid | 
down in the lobby, and each exhibition was | 


opened by rolling in a huge home freezer. 


While the audience gasped, the lid was | 


lifted, and out popped a girl in full skating 


regalia, a la Sonja Henie, and went into | 


her fancy figure-skating act with her male 


partner who had been standing by. The 
performers were borrowed from the Hotel | 


Netherland Plaza floor show. 

Alternately, the Mohawks, local hockey 
team, played hockey on the ice, while a giant 
compressor illustrated graphically what 
takes place inside the home freezer. 

During intermissions a food institute was 
conducted in the second floor auditorium, 
where every owner of a freezer was invited 
to obtain instructions in the care and use 
of the apparatus. 

Jenny, Inc., ultra-swank women’s apparel 
shop, held a fashion show in connection with 
the display, utilizing advertising by possibly 
the cleverest lady copy writer in the country. 

Following the freezer exhibit there was a 
TV show, whose slogan, “Television— 
Watchword of the Home,” was matched 
with “Radar—Watchword of the Nation!” 

The U. S. Air Force sent radar and other 
electronic equipment from Wright Field 
along with expert personnel to explain their 
intricacies; the Navy loaned SONAR, a 
device to measure distance, and identify 
subterranean objects, and also the equip- 
ment which reproduces “fish talk”; and 
Westinghouse and the Ohio National Guard 
showed additional radar devices. 

Edward J. McGinnis, business manager 
of the Cincinnati Electrical Association, a 
wholesalers’ group, said his organization 
could not say too much “in the praise of 
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The Magical Lure of 


a Whtion 


. adds so much 


. costs so little 


Here are Turn Tables that are time-tested dependable 
performers, ruggedly constructed, heat-treated steel gearing 
resists wear indefinitely under continuous operation. Use of 
spiral gear drive affords smooth, effortless transmission of 
power from motor to revolving turn table. Reduction gears 
sealed in oil for quietness and efficiency. 


Friction drive allows display to be stopped pur- 
posely or accidently without damage to gearing 
or motor. Precision built throughout. Finest 
ball bearing. 


MODEL No. 500 aie lb. Nesiilicn ? 
COMPLETE $26 ” 


Available in 75 and 500 Lb. Balanced Load Capacity. Prices on request. 


With A.C. 18-watt current consumption motor of 
balanced load capacity of 200 lbs.; 12" diameter 
aluminum enclosure and 8 foot heavy duty UL 
approved cord and plug. Shipping weight 15 
pounds. Speed 3 R.P.M. Overall height 512”. 
Electrical contacts for illumination $16.50 additional. 


ve, LOR 2. CO WED 


Member NADI 
810 PENN AVE., PITTSBURGH 22, PA. 




















IT'S NEW! FINALLY!? 


Plastic Displays Made DUST-FREE! 


With MERIX ANTI-STATIC No. 79 


No more constant cleaning and wiping of dirtying plastic displays and fixtures. MERIX 
ANTI-STATIC, wiped or sprayed on, removes static-caused dust-attraction! Keeps displays, 
display fixtures clean, attractive, truly sales appealing! 

5 Gal... . .$7.00, gallon; 1 Gallon. .. .$8.50; 32 oz. SAMPLE ONLY $3.85 
Foggy or misty display windows? Use the reliable standby, MERIX ANTI-FOG! Keeps 
windows free of fog, mist or steam: 


5 Gal.....$9.75, gallon; 1 Gallon. .. .$13.95; 32 oz. SAMPLE ONLY $3.95 
BOTH ITEMS, FOB CHICAGO, ILLINOIS 
Make your displays turn into sales! Order both items today from... . 


MERIX CHEMICAL CO., Dept. D-12, 1021 E. 55th St., Chicago, Ill. 
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PLASTIC 
DISPLAY FIXTURES 


Over 500 Stock Units 


LUSTRA-CITE 
INDUSTRIES, INC. 


249 W. 34th St.. New York City | 
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these many successful activities, and the 
retail dealers have likewise been very gen- 
erous in their praise.” 

Small wonder, for it is reported there 
were 5,000 TV sets sold as a result of the 
100 sets shown in the lobby! 

To promote interest in gas and electric 
laundry appliances a 20-foot merry-go-round 
graced the lobby to the theme “Hop Off 
Washday’s Merry-Go-Round,” and the small 
fry had a field day riding the ponies on this, 
while mothers tried to win prizes. 

Said R. C. Cameron, of General Electric’s 
marketing department, Chicago, “Cincinnati 
has been a better than average town... and 
I honestly believe the substantial accept- 
ance of our line has been greatly enhanced 
and intensified by these fine sales promo- 
tions. 

The Business Centurama, sponsored by 
the Chamber of Commerce and the public 
library, featured products of 28 firms which 
have been in business 100 years or more, 
and had everybody staring, incredulous, at 
a bill from the “Cincinnati Gas Light & 
Coke Company—Gas $3 a thousand feet!” 

In a statement to Public Utilities Fort- 
nightly the executive vice-president of the 
Cincinnati Chamber of Commerce said, “I 
have observed these exhibits for a number 
of years, and in my opinion, they have 
contributed a great deal to the civic welfare 
of this community. Without exception, they 
have been well conceived and expertly 
presented.” 

To sell dish washers, water heaters, 
garbage disposal units, and _ incinerators, 
a dish-washing derby was staged in which 
contestants tried to wash dishes faster than 
the automatics. All women’s clubs in the 
area were invited 

Writing from Cleveland, J. D. Walker, 
for Hotpoint, said 

“It was a powerful promotion. Accept- 
ance for electrical dish washers jumped to 
a new high. I certainly was impressed with 
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the way local appliance offices were deluged 
with calls from dealers, builders, and pros- 
pective retail buyers.” 

Another promotion to sell these same ap- 
pliances was a table-setting contest by rep- 
resentatives of various women’s clubs. 

McCall’s magazine and the Times-Star 
worked together with the utility to make it 
a success. The magazine is again getting 
ready to help stage another such contest 
as this is written. 

“Everyone here is pleased beyond words,” 
wrote Hunter Sneed, promotion manager 
for McCall's, commenting on the presenta- 
tion, and indicating like promotions would 
be used elsewhere 

To sell gas ranges a cooking and baking 
contest was produced, the object being to 
find the 15 best heirloom recipes in as many 
classifications. 

Seven hundred men and women of 
unusually high caliber of intelligence en- 
tered, and Sara MacDuff Austin, woman’s 
page editor of the cosponsoring Times-Star, 
declared that this more than doubled the 
number of entries in a similar nation-wide 
contest. 

And, retailers’ cash registers are said 
to have rung up 3,700 gas ranges sold! H. 
Vinton Potter, of the AGA, was astounded. 

Re-echoing what everyone else said, Lloyd 
Taft, Times-Star promotion manager, de- 
clared that the lobby shows, in conjunction 
with the newspapers and various civic and 
educational bodies, are a splendid example 
of what canbe done by a utility in building 
good will, and demonstrating the efficacy 
of private enterprise. 

There have been so many fine promotions 
in the lobby it would be impossible to cover 
them all, but this article would not be com- 
plete without a description of the annual 
December show, the piece de resistance, the 
$77,000 B&O portable model train layout. 

Said to be the largest and finest in the 
world, it covers 45 by 20 feet, has 700 feet 
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for department stores, specialty 
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to see or call: 
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DISPLAY 


CORPORATION 
140 WEST FOURTH ST. 


Cincinnati 2, Ohio 


OFFICE - FACTORY 





Visit our beautiful showroom and 
7 story building where our line is 


designed ond manufactured —With Egypt prominent in the news today, this display is of particular interest. It is from 


Au Salon Vert, Cairo, and was winner in a contest sponsored by the daily newspapers, Journal 
d'Egypte and Al Zaman, as a tie-in with the local showing of the film “How to Please a Lady'"— 
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of track, 15 locomotives, 200 cars of all | 
kinds, passenger and freight, all made to | 
scale, one forty-eighth of the actual size, | 


and all kinds of locomotives, in very com- 
pletely laid out yards. 


There are 2,000 electric connections, and | 
every phase of railroad operation is por- | 
trayed; the show runs almost from Thanks- | 


giving to New Year. 


About 150,000 people from eight states saw | 
Newspapers | 


the exhibit last December. 
carried editorials, and one had a box on the 


front page urging everybody to see it, and | 
so many came that it was necessary to | 
route CG&E employees by a side door to | 


enter the building on their way to work. 
And how, you may ask, has CG&E bene- 


fited financially while merchants are en- | 


joying increased business? 


Certainly not directly, for there is no | 
charge for use of the lobby or the second- | 
floor auditorium, where, as this is written, | 


an eight weeks’ spelling bee is being held 
by the Cincinnati Post, in cooperation with 
CG&E; 30,000 children from 280 grade 
schools in southern Ohio and northern 
Kentucky compete annually. 

The increased use of electricity and gas 
is the only way the utility profits by its in- 
stitutional activities. This is exemplified in 
the fact that kilowatt hours jumped from 
1,059,136,510 in 1940 to 2,498,805,817 in 1950. 

“There is no doubt in my mind,” President 
Beckjord told your reporter, “that these 
lobby exhibits and our other endeavors have 
had a tremendous influence in educating the 
public in the expanded use of gas and elec- 
tricity and it has made those outlying com- 
munities, which have not been heretofore 
adequately electrified, demand more facili- 
ties. These we are supplying as fast as 
we can.” 


The answer to the query as to whether | 


he thinks every utility should engage in 
similar good-will projects is best stated in 


his report to the shareholders, under the | 


caption, “Community Relations” : 


“These things . . . are regarded by your 


company as an important exercise of its | 
simple duty and responsibility as a good | 


citizen in the communities of its gas and 
electric service area.” 


Curtis Succeeds Vermilye 
At Houston Store 

The appointment of Thomas Curtis as 
display director for Foley's, Houston, has 
been made known. He had been with Lit’s, 
Philadelphia, since 1935, where he was 


assistant to Tom Comerford and was in | 
Curtis succeeds | 


charge of interior display. 
Frank Vermilye, who resigned in order to 
join W. L. Stensgaard & Associates, Inc., 
Chicago, as account executive 
Three Dtgdey dieandi 
In Three Weeks For Gatto 

Al Gatto, display director of Corrigan’s, 
Houston jewelry firm, recently won three 
awards in as many weeks. One was for a 
window display featuring “Heirloom” ster- 
ling, another was third prize for a display 
in conjunction with the launching of Reed & 
3arton’s new silver pattern “Florentine 
Lace”, and the third was a bronze medal 
in DISPLAY WORLD’s International Dis- 
play Contest for 1951. 
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Eye stemmasts bane es 


E497- HAPPY EASTER BORDER, 9 IN. x 45 FT. 
ACCENT YOUR SHELF AND LEDGE DISPLAYS WITH THIS GAILY COLORED BORDER OF 
WHITE REYTRIM PRINTED RED, GREEN, YELLOW, BLUE AND PURPLE. 


PER ROLL 


‘an 
E202-SWINGING BUNNY PANEL 
40 IN. x 60 IN. 

USE THIS EYE-CATCHING PANEL TO PROMOTE 
EASTER SALES. | WHITE REYBOARD SILK 
SCREEN PROCESSED EIGHT BRIGHT COLORS. 


E659 - BUNNY CUT-OUTS 
15 IN. x 24 IN. 
RIGID WHITE DISPLAY BOARD SILK SCREEN 
PROCESSED SIX BRILLIANT COLORS. 
EASEL BACKS. 
PER CIN. OF 2 (ONE EACH STYLE) - - $3.25 


E49-WINDOW STREAMER, 6 IN. x 48 IN. 
SPARKLING LAVENDER FOIL PROCESSED 3 COLORS, EACH $1.40 


EATER 


BUY THEM FROM YOUR DISPLAY MATERIALS SUPPLIER. 


olsPlay, 


THE REYBURN MANUFACTURING CO.,INC. 


FACTORIES: 


PHILADELPHIA 32, PA. 


© ROYERSFORD, PA. ATreriA® 











SIGNS FOR EVERY NEED 
CHANGEABLE LETTER, NAME 


! 
[ADVERTISED TODAY | 


STRIP OR CORK! 


Write today for Acme’s FREE folder, 
“Selling Through Suggestion”, and the 
latest Acme catalog on directories and 
bulletin boards for department stores 
and menu boards for cafeterias. There 
is no obligation and no salesman wili 


call. 


MIE 





37 EAST 12™ STREET 
NEW YORK 3, N. Y. 





* |BULLETIN COMPANY 

















DUESPLAY WORLD 


A SMART NEW CONCEPT | 
IN WOOD DISPLAY FIXTURES 


Neat, sales producing displays are a cinch with this 
highly functional new group. Constructed of fine 


solid oak (not veneer) with a natural limed oak 
finish in clean-cut contemporary design. f i 
A FREE DISPLAY GUIDE featuring this new line 

is now available . . . chock-full of large illustrations L.A. DARLING CO., BRONSON, MICH. 


showing what fixtures to use and HOW TO USE NEW YORK CHICAGO LOS ANGELES 
THEM! Write for your copy of thishelpful guide today. DISTRIBUTORS IN PRINCIPAL CITIES 











MODULE-MASTERS 


OF 
Space... Time...Design 


DECA-POLE 
DECA-MODUAIRS 
SELF-PAC EXHIBITS 


Plans and designs for merchandise promotions, sales meetings, 
exhibits, point-of-sale pieces, processed, lithographed, custom- 
built units. 


Created and distributed by 


ADVERTISERS DISPLAYS & EXHIBITS 


2028-32 Washington Ave. Central 3170 St. Louis 3, Mo. 











PRICE CARD HOLDERS FLASHERS 


Holders, Snap-In Tag Need- 
les, Window Trimmer's Tool. 


Force attention and increase 
advertising value to any display. 
Write for Illustrated Price List ELECTRIC iv 
Rudolf Orthwine Corp. 3055 RIVER ROAD RIVER GROVE, ILL. 














418 W. 33rd St., New York 1 
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USING DISPLAY TO 
SELL CREDIT 


|Continued from page 36) 


stantly, it may be that they would overlook 
the convenience of credit accounts and not 
purchase the maximum amount when shop- 
ping in apparel sections. 

By the proper interior display of attractive 
cards emphasizing that this merchandise may 
be purchased on charge accounts, deferred 
payment accounts, convenient payment cou- 
pon accounts and revolving credit accounts 
it would be instrumental in creating an 
added desire for better price merchandise 
as well as a larger volume of purchases 
The use of this facility would greatly in- 
crease the average sale and would be in- 
strumental in moving a greater amount o} 
merchandise. The proper merchandising of 
the credit department through this facility 
would aid sales tremendously. 

Because you have customers visit your 
credit office each day who are in the mood 
of buying, they should be acquainted with 
the newspaper ads that are run for today. 
While they may have read them in the 
paper the night before or this morning it is 
very possible that they have overlooked 
some of the items in which they are inter- 
ested. By having these ads properly dis- 
played in the reception room as well as in 
the interviewing booths it would be a con- 
stant reminder of the attractive merchandise 
offered that you have for today and no 
doubt be instrumental in creating an added 
desire for purchases and arranging for them 
while they are in the credit office. 

The tear sheets of your ads should be de- 
livered to the credit office each morning to 
be placed on proper display as mentioned so 
at all times customers who visit the office 
may have an opportunity of reviewing these 
ads at their leisure moments in the reception 
area, as well as the time they are being inter- 
viewed for the account accommodations. 
This will be instrumental in creating addi- 
tional sales because they are in the mood 
of buying on an account. The best time is 
all the time for a continuous year-in-and- 
year-out program which is much more pro- 
ductive than one single campaign or a series 
of loosely planned campaigns. The primary 
reasoning stems back to the real value of 
charge accounts. 

A charge account is a merchandising de- 
vice having convenience as its major attrac- 
tion. Just as we provide escalators, eleva- 
tors, shopping services and other conven- 
iences to attract and hold our customers’ 
patronage and good will, so do we supply 
and urge the use of charge accounts. This 
is done because of the well-known fact that, 
in the long run, charge account customers 
are easier to identify, keep in touch with, are 
more store loyal, stay with us longer and 
furthermore prove to be better customers 
than cash buyers. 

Secondary reasons for continued solicita- 
tion include the fact that there is a steady 
mortality rate on old charge accounts be- 
cause of deaths, removals, and a variety of 
other reasons. To maintain and increase 
sales volume promotion it is necessary to 
replace these so-called “dead accounts” con- 
tinually. The life expectancy of the average 
charge account is considered to be about 
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ten years. At this rate you are losing active 
accounts at the rate of 1,000 per year for 
every 10,000 accounts on your books. There- 
fore, to maintain an actual increase of ap- 
proximately 5 per cent per year it is neces- 
sary to solicit new accounts at the rate of 
15 per cent of the total of your active ac- 
counts, 10 per cent for replacement pur- 
poses and 5 per cent for a desired increase. 
However, this would not mean that no at- 
tempt should be made to reduce the assumed 
10 per cent mortality rate. 





Incidentally, while payment for account 
solicitation services is technically an expense 
as far as accounting procedures is concerned, 
it is better to think of it as an investment 
in new business. It’s also an expense to 
advertise, and set up window and floor dis- ; d 
plays for merchandise—but department store | eS : 
sales would drop substantially if such in- “tie 
vestment “expenses” were discontinued. ; SIGN nd DISPLAYMAN 

The possession of charge accounts makes | } a. a 
people more store-conscious. This is re- ae INSTALL your displays—tack up signs—fasten mer- 
flected in better reading of newspaper ads ‘ chandise — in less time — with less effort. Use HANSEN! 
by people who have accounts in the store : a , Note these “plus” features: 
doing the advertising. It is also reflected | : eS 1. Self-contained. Hansen is a p self 
} unit. Loaded, ready for instant, continual use. Reloaded in 
‘ } ‘ seconds. 
shoppers into buyers when they are brought Ls 2 2. Easier Operation. Balanced design. Fits naturally in 
into the store through advertising and other i 7 a \\ hand. Easier to grip and operate. 


promotions | : iN 3. Quicker Servicing. Take-up Jaw (exclusive Hansen fea- 
j ture) opens and closes instantly for cleaning channel — in 


lete! a 





in the increased conversion of lookers or 


By supplying a continually increasing list | : ' less than a minw 
of store-conscious people, account solicita- ¥ Weighs only 134 Ibs. Fits pocket (when hold-down 
tion thus increases the scope of normal sales spring is used). Holds 140 staples (model T-3). Built 
promotion both intensively and extensively. Hii) for years of active service. 
rT BOOKLET 
Today, large and small department stores 


are being squeezed between three mounting Se . see j ‘SEN ]] A.L. HANSEN MFG.CO 
oe SO | Os HANSEN jai , . 





pressures. These are: 





5041 RAVENSWOOD AvE. CHICAGO 4O ILL 





1. Rising costs, such as labor, which raise 
the break-even point between fixed expenses 
and sales volume, thus demanding more and 
more volume to eke out narrow profit mar- 
gins. 





2. Neighborhood store competition which 
is being intensified by down-town parking 


- é a 
problems and personalized service. 
3. Mail order and specialty chain store 


competition at cash prices which are gen- 
erally somewhat lower. 


a 
In the face of these pressures, the charge 
account convenience becomes more and more 
of a selling tool to build and maintain store 
sales volume. Once this factor is recog- | 


nized, it is but a short step to the realization Reproduced from your original 
that the controlled, systematic promotion of Kodachromes or Ektachromes 
charge accounts is also a necessity which and faithfully enlarged to any 
should be as much a part of merchandising size up to 16 feet by 30 feet. 
policy as price lines, quality standards, ad- 
vertising, floor and window displays of mer- They’re dramatic! Beautiful! Ideal 
chandise, and other devices designed to at- for use in displays and exhibits and for 
tract and hold increased sales volume. decorating walls of show rooms, sales 
i Raa ae offices, lobbies, waiting rooms, etc. 
Dittmar To Represent Finest quality reproduction guaran- 
Gardner Displays teed. All materials and processes same OTHER SERVICES INCLUDE: 
Gardner Displays, 477 Melwood street, as btn —, by nr nr Kodak to DYE TRANSFER COLOR PRINTS 
Pittsburgh 13, has engaged Lothar F. Ditt- produce their famous “Coloramas” now 
mar, of Fairfield, Conn., to handle the on display in the “Grand Central” and FLEXICHROME COLOR PRINTS 
firm’s line in New York State, metropolitan other leading railroad terminals. EKTACOLOR FILM SERVICES 
New York, the New England states, Georgia Advertising copy photo-composed including photo-composing 
and Florida. into picture during enlarging process. COLOR FILM DUPLICATING 
Dittmar is particularly well known in Write for complete information. sizes from 35 mm to 24” x 24” 
display as display director for a number of 
stores and for his long participation in dis- DAVID DEAN COLOR LABORATORIES, INC. 
play associations. In recent years he has 
represented a number of display manufac- 310 North Avenue New Rochelle,N.Y. Telephone 6-2214 


turers in the Eastern territory. 
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ILLUMINATE 


YOUR DISPLAYS 
with 


NOEL FLOWER-LITES 


NOEL FLOWER-LITES combine the 
natural beauty of flowers with the 
dynamic attraction of lights. 


Miniature steady or blinking bulbs 
built inside the flowers create a soft 
glow which dramatizes the life-like 
coloring and texture of flowers, 
sprays, vines or any special floral 
arrangements. 


Noel Flower-Lites are as dramatic as 
a stage setting. They can convey 
the story of a gala festive occasion 
or can be used for outdoor scenes to 
create an impression of strong sun- 
shine. They enhance the appearance 
of any display in every season. 


Flowers complete with wiring and 
bulbs. Operate on 120 volt AC or 
DC without transformer. 


Write for complete information 


4 NOEL + 


MANUFACTURING COMPANY 
1675 J Third Avenue New York 28, N. Y. 


Manufacturers of Noel Blinker*Lites, 
Spark-Lites, Glo-Lites, Twinkle-Lites. 
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SDA Conference Set 
For April 6-9 


By MILTON LARSON 
Chairman, Publicity Committee 


FFICIALS of the Southern Display 
‘ee Association and the St. Louis Display 

Guild met with representatives of St. 
Louis display equipment mayufacturers on 
February 4 and completed plans for the 
SDA’s 1952 Display Conference to be held at 
the Hotel Jefferson, St. Louis, April 6-9. 

Howard Backer, president of the SDA, 
appointed committees to handle the event 
and was assured by Edward H. Lamprich, 
president of the local club, of the coopera- 
tion of the organization's members. 

St. Louis display manufacturers will wel- 
visitors to the Conference with a 
cocktail party at the Jefferson the evening 
of April 6. 

Sixty-one exhibits will show the fall lines 
of America’s leading display producers. 

Three big luncheon meetings, featuring 
excellent speakers, have been arranged. In- 
cluded will be Carl V. Haecker, display 
director, RCA-Victor Corporation, who will 
discuss the national advertiser’s opportuni- 
ty for through display selling tech- 
niques; a top executive of General Motors, 
who will speak on presenting the new car 
through display and the opportunity of sell- 
ing new cars’ Robert Stolz, 
advertising director, Brown Shoe Company, 
will speak on display merchandising 
and the sales program. 

An “All-American” window display photo 
contest has been planned, with awards to 
be made at the dinner-dance on Wednes- 
day, April 9. Entries should be mailed to 
Photo Contest Committee, Southern Display 
Association, 2032 Washington avenue, St. 
Louis 3. 


come 


sales 


accessories ; 


who 


Round table discussions will be held each 
day from 10 to 11 and from 2 to 3 o'clock 
on the following subjects: Display interiors, 
display windows, department management, 
department personnel, department shops and 
cost, department window scheduling charges ; 
these will be under the direction of Howard 
Backer. 

The official business meeting of the SDA 
will be held at 1:30 on April 6. Election 
of officers and the selection of the 1953 con- 
vention city will take place at that time. 

These are the committees appointed: 
Conference, Howard Backer, Stix, Baer & 
Fuller, chairman; co-chairman, Edward H. 
Lamprich, Laclede Gas Company; Joe Mer- 
curio, Garrison- Wagner Company, and 
Walter J. Wood, American Fixture Com- 
pany, all of St. Louis. 

Registration, chairman, P. J. 
Sears, Roebuck & Co.; Doris Kruz, and 
Marilyn Mallette, both of Stix, Baer & 
Fuller and Mrs. Charles Farrell, Memphis. 

Program, chairman, Henry L. Braun, St. 
Louis; John Dial, Godchaux’s, Baton Rouge, 
and Albert Pierotti, Titche-Goettinger, 
Dallas 

Publicity, chairman, Milt Larson, Ameri- 


Blaecher, 


can Fixture Company; Leonard Pons, D. H. 
Holmes Company, New Orleans, and James 
Thompson, Fort Worth. 

Entertainment, general chairman, Armand 
Raining, Boyd's, St. Louis; Otto Lasche, 
Kline’s, St. Louis; women’s chairman, Mrs. 
I. T. Vierheller, St. Louis; Mrs. Armand 
Raining; Mrs. Adrian Delsman, St. Louis; 
Mrs. Allan Pollard, St. Louis; Mrs. Ray- 
mond Whitnah, St. Louis; Mrs. Guy Malloy, 
Dallas; Mrs. Ted Solomon, Dallas; Mrs. 
John Dial, and Mrs. Edward Lamprich. 

Election, chairman, Charles Farrell, 
Lowenstein’s, Memphis, and R. E. Collier, 
Pollock Stores, Fort Smith, Ark. 
chairman, A. W. 
Golde’s, Maplewood, Mo.; Rosemary 
McMahon; A. W. Johnson, John Brown 
Company, Oklahoma City, and Joseph 
Apolinsky, Loveman, Joseph & Loeb, Bir- 
mingham. 

Hospitality, chairman, Adrian Delsman, 
Famous Barr Company, St. Louis; Clarence 
Geiger, Famous Barr; James Cook, The 
Fair, Fort Worth; Art Iseli, Stix, Baer & 
Fuller. 

Transportation, chairman, Paul Kloeris, 
Union Electric Company, St. Louis; Marvin 
Powers, Nu Era, St. Louis; A. W. Rabbitt, 
Brown Dunkin, Tulsa. 

Photographs, chairman, Lou Hoell, Ameri- 
can Fixture Company; Curt Wehmueller, 
Stix, Baer & Fuller; Tom Kallial, St. Louis. 

Golf, chairman, Ted Heiman, Alton Box 
3oard Company, Alton, Ill.; Emile Alline, 
Maison Blanche, New Orleans; Hugh 
McWilliams, Joske’s, San Antonio. 

The advance requests for display space 
by manufacturers have been heavy but each 
manufacturer will be given an equal oppor- 
tunity to space under the rules of 
the association. The registration at the 
Conference is expected to be large because 
St. Louis is the hub of a vast South and 
mid-West market and is easily reached bv 
all modes of transportation. 


McMahon, 


Finance, 


select 


Buddy Menzin Selling 
For Arts & Flowers 

Sales representation for Arts & Flowers, 
Inc., New York City, in the metropolitan 
area will in future be handled by Buddy 
Menzin, who for the past year and a half 
has been connected with the company’s pro- 
duction. He replaces Sam Goldinger, who 
resigned recently in order to form his own 
display firm. 


Gunkle Resigns Post 
With Stewart's 

For the past 17 with Stewart's, 
Decatur, Ill, Guy Gunkle has resigned as 
display manager in order to establish his 
own display service. No successor has been 
named as yet. 


years 
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honen ss 1 ON THE SQUARE!.. the Newest Idea 


“One mixer plus one ‘Displa-Mobile’ | - : ° , 
equals effective, space-saving counter dis- | [MOD MG,UGMAG (CRN Ca ae LODE BLES DCT EL Tad Cal en Gc 


play” is the formula Hamilton-Beach is 


using to give retailers a new type of dis- . ; 
Tong, Macthnans Pe wigevcdiger da Decorative... Versatile 

play they can use conveniently on the nee t + ee Witee Cheat uk anion 
- > °re ace . e ‘ nae ew Korrect-Way isplayer at spotignts 
counter whe re space is at a premium. Men's Wear in multitude of ways. Use in verticle or 
Originally designed as a large over-the- | horizontal Unit is d with metal fit- 
department display piece, the “Displa-Mo- tings to receive tops and uprights in all positions. 
bile,” inspiration of Berger-Amour, Chicago, Makes feature displays of shirts, shoes, hats or com- 
ag Se ee ne Nat ee . | plete ensembles. The trimmed displayer creates its 
s eing usec in miniature torm tor the own window background effect. 


first time in the electrical appliance field No. WS220 
as a counter display for Hamilton-Beach FIVE SQUARE DISPLAYER is 56’ high and 34” wide. 
food mixers. | Use in vertical or horizontal positions. Has metal fit- 
Pesmniete , “KH; so. 3. tings to receive tops and uprights in either position. 
Essentially, the “Displa-Mobile” is just Squares are 16"x 16". Finished Blonde Oak. Trans. 
what the name implies rte mobile display. parent Grey Oak finish available on special orders. 
es on vestodleggeze pr nadagen? pag in $3750 cach 
different shapes and sizes which are sus- | Tops and Uprights Extra 
pended in such perfect balance that they No. WS219 
move around independently of each other : 
with the slightest air current. No mechani- Twe Seueae SISPLAYER 
val davices "ane is 33’ high and 24” wide. 
ca devices are used. ; | Squares are 16''x 16", 
Joined to the top of the mixer and sus- | Abe large enough to display 
pended above it by a wire bracket, the | Ns shirts and hats. Use as a The above illustration shows the WS 220 displayer 
“Displa-Mobile” is a real space-saver. Only | ay right or left displayer. Has horizontally, with a variety of tops and uprights 
the mixer rests on the counter, and only | metal fittings to receive TOPS AND UPRIGHTS FOR MULTI-SQUARE DISPLAYERS 
one mixer is needed to make an effective | uprights and tops. Finish- No. T14—COLLAR OR HAT TOP $1.00 each 
counter display. | ed area berm No. T36—SHOE DISPLAY TOP 1.75 each 
se Grey Ook “a wea No. T38—TROUSER DRAPE TOP 1.00 each 
able on special orders. No. T23 —CELOTEX SHIRT TOP 1.00 each 
00 No. TS0—FLAT SHELF TOP 1.95 each 
each . 
No. WS218—6”, 9", 12% UPRIGHTS 1.50 each 





The Hamilton-Beach salesman carries the 
display and wire bracket in a small enve- 
lope, which is everything he needs to get 


the display up quickly when he calls on | No. WS219 Tops and Uprights Extra. =» No. WS218— 18”, 24” UPRIGHTS 2.00 each 
retailers. The display is a help to the 

salesman who fights for good point-of-sale 

position in the store. Suspended just above i E C H T F | 4 T U | 44 E C O 

the product, the “Displa-Mobile” tells its e 


story dramatically as each element turns 3 1 5 W. e) v IN C Y C H | C A re O, ILLIN ‘e) | S 


slowly, inviting the spectator to read its 
individual sales message. 








Display School Students 
“From All Points" 

A recent survey of the day students at the | 
National Display Institute, 617 Chestnut 
street, Philadelphia, revealed that about two- 
thirds of them are from out-of-state. The 
percentage is about the same as for former 
classes, according to Dr. Milton T. Brown, 
director. 

In attendance at present are students from, 
such diverse points as Hawaii, Porto Rico, 
Alabama, Illinois, Florida, Georgia, Dela- 
ware, Ohio, West Virginia, New Jersey, 
and New York. Students attend the school 
for a period of 52 consecutive weeks and 
receive a diploma for proficiency in display 
upon graduation. 


Lala And Pinchback 
Named By Fashion 

Jon E. Pinchback and Easton J. Lala 
have been appointed co-display managers of 
The Fashion, Houston, following the pro- 
motion of Curt Wright to the position of 
publicity director for the store. Pinchback 
had been his assistant, and Lala had headed 
interior display. 


Edvard Baied tele | CRESCENT IS EASIER TO WORK WITH! cs2# 


Goanas 

Demery's, Detroit SAMPLES ON REQUEST. 
Formerly with the J. L. Hudson Company, of 
Detroit, Edward Baird is now with Demery | 
& Co. of the same city; he has charge of C H | C A G 0 C A R D R 0 A 8) D C 0 | PA N Y 
fashion windows, under the supervision of 
Harry Weaver, display director. 1240 NORTH HOMAN AVE. CHICAGO 51 ILLINOIS 
D BY LEADING DEALERS EVERYWHERE 
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READY FOR YOUR MERRY-GO-ROUND, Window or Interior 


THE CARROUSEL HORSE 


CHIP-PROOF, FULL-ROUND 
RUBBER DISPLAY, LAC- 
QUERED IN GAY COLORS 


FULL SIZE 
55" LONG—44" HIGH 


Will hold mannikin 
5-6 yr. age 


Designed to withstand 
normal handling by 
displaymen. 


Use with Decca pole 
or similar fixture. 





WRITE FOR 
PRICES AND 


Air oc | MOLD-CRAFT COMPANY 


PLAYS 











3729 No. Palmer Street, Dept. F, Milwaukee 12, Wisconsin 

















DEPENDABLE QUALITY "£Sy¢, 
For EXCELLENT RESULTS 


SAMPLES ON REQUEST 


National Card, Mat & Board Company 


4318 Corroll Avenue 11422 South Broadway 
Chicago 24, Illinois Los Angeles 61, Calif. 











PARALLEL’S P AR AFLEX glass mirrors 


INCREASE DISPLAY BEAUTY WITH FLEXISLE MIRRORS 
Sparkling, sales catching—these glass mirror sheets fit any size and shape 
column, pedestal, fixture, background, letters etc Mirrors can be cut as 
small as 4” to 4” square or rectangle. PARALLEL’s special backing makes 
possible its famous “Cement-to-Glass Lock” process which firmly adheres 
PaRaAFLEX MIRRORS to any surface. 


Write today for colors, samples and prices 


PARALLEL MFG. CORP. f° § 4° S85 Si 
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IDEAS FOR STUDIOS 
AND CAMERA SHOPS 


[Continued from page 27] 


sold. Frames should be priced so prospec- 
tive customers who may be window shopping 
will know just what the cost is of the 
various frames. Other stores nearby will 
make no secret of what their frames or pic- 
tures sell for and you must meet their 
display competition. 

Change your display frequently. Make 
every effort to change it at least twice a 
month, if not weekly. Remember, a stale 
window attracts no one. 

Synchronize your window with other ad- 
vertising. If you advertise a certain por- 
trait in the newspaper, make sure your win- 
dow features the same thing. In this man- 
ner you will get the maximum results from 
your promotion. 

Your window should tell a message 
through the medium of an attractive show- 


| card. The card should be large enough for 
| easy reading, copy should be short and 


naturally should tie in with the window 
theme. It may promote the same type of 
portrait, it may promote a common gift oc- 
casion, or tie in in some other manner with 
your overall campaign. 

“Ansco” is one well known firm in this 
field which has given considerable attention 
to preparing different groups of windows for 
all occasions of the year and has simplified 
these displays so that they can quickly be 
installed by any studio. 

Shown on these pages are several windows 
which contain ideas appropriate for various 
occasions. 

Remember, your display space is a gold 
mine if properly handled; if you are too 
busy to do a good job, call in a profes- 
sional displayman from one of the local 
stores. He will have fresh, new ideas on 
display technique and will give you the 
benefit of his experience. Thus you will be 
relieved of the worry of planning and in- 
stalling the type displays which will bring 
the results you are entitled to expect. 


Butterfly Importer 
Enters Display 

Joseph Shavrick, of American Butterfly 
Company, 3457 Park Heights avenue, Balti- 
more 15, announces that his company has 
added display to the fields it covers. The 
firm sells dried, pressed butterflies imported 
from regions as remote as the Himalayan 
mountains of India to the Amazon jungles. 
Shavrick comments: “Previously we sold 
our specimens to universities and high 
schools for the study of natural history, as 
well as to manufacturers of butterfly jewelry 
and the like. But of late many displaymen 
are using our real butterflies for special, 
unusual effects, particularly for spring and 
summer displays.” 

Full details on the firm’s service will be 
sent on request to the address given above. 
Del LeSage Resigns 
Post At Crescent 

After four years as display director for 
The Crescent, Spokane, Del LeSage has 
resigned. His future plans are unknown, 
and the store has not named his successor at 
this time. 
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SHOPPERS PREFER 
MODERN STORES TH E PRES Ss” SHOW CARD and 
[Continued from page 19] POSTER MACHINE 
for a package to be wrapped. Impvroved | FEATURING: SPEED... SIMPLICITY... LOW OPERATING COST 
efficiency of operation through better plan- soe e LONG LIFE 


ning is one of the basic fundamentals of the Used for over eighteen years by leading national chains. Many have from 50 to 500 or more in use. 
modern store. Sales are made quickly and | MADE IN THREE SIZES .. . WRITE TODAY FOR SAMPLES, CIRCULARS AND PRICES 


smoothly, so that the customers find buying 


effortless. The goods are readily accessible; ee | 
Aad Stil Look 





they are shown so that their attractiveness 
and quality can be appraised instantly and 


they can be bought unhesitantly with assur Special! Da. 
ance of satisfaction. A full assortment of , = 3 
sizes, colors and patterns of every item is Old Fashioned 
always at hand because of the provisions be CHOCOLATES 
for keeping ample forward stock near the . 

point where the sale is made. Time and 
steps are saved for the salespeople and sales 
are not lost; thus the sales person's pro 
ductivity is increased and sales are serviced 
almost automatically. 





ASSORTED FLAVORS 





Customers react favorably to the efforts 
a modern store makes for their comfort. 
Properly planned lighting, coordinated color 
schemes help turn “shoppers into buyers.” 
Comfortable seating, more spacious fitting 
rooms, zone controlled ventilation, as well 
as resilient floor and sound deadening ceil- 
ing, provide a quieter atmosphere, with fewer 
distractions from within and without the 
store. They like store fixtures that are de- 
signed to put the goods out where people can 


see, touch and buy them. They also like 
display fixtures such as shadow- boxes am | DISPLAY EQUIPMENT CO 
: ‘ : i ; e 
niches that high-light featured items. 
BOX B-144 ADRIAN, MICH. 


Magazines, newspapers, television and 
even the movies have educated the public 


to the latest styles and modern decor. Since | 
your business is based on contemporary styl- | '@) N TH F SQ UARE I th e NX ewest fata 


ing, it is a good policy to make your store 


as style conscious as your customers. | on aie Market for Displaying Men’s Ware 











(The author of this article is consulting 
architect for the National Association of 2 
Retail Clothiers and Furnishers. His firm Decorative... Versatile 
has designed more than one thousand retail A New Korrect-Way Wood Displayer that spotlights 


26 — - . Men's Wear in multitude of ways. Use in verticle or 
stores throughout the country. Although pacer te Unit is 4 with metal fit- 


obviously Architect Telchin can not prepare tings to receive tops and uprights in all positions. 

any custom designs or specifications without Makes feature displays of shirts, shoes, hats or com- 

plete ensembles. The trimmed displayer creates its 

ll ll ‘fe j O: ij i own window background effect. 

sona f 3 spec 25 rege - | 

onally all specific inquiries regarding moc No. WS220 

ernization. All requests will be held in the FIVE SQUARE DISPLAYER is 56" high and 34” wide. 

strictest confidence. He may be addressed Use in vertical or horizontal positions. Has metal fit- 

: “are of DISPLAY ORLD = tings to receive tops and uprights in either position. 

in, cove of DISPLAY WORLI Ed.) Squares are 16’’x 16". Finished Blonde Oak. Trans- 
——— —— parent Grey Oak finish available on special orders. 


Showrooms Opened $3 750 each 
By Display Service poo cage Uprights Extra 
No. WS 219 
Harry Bell announces the opening of f TWO SQUARE DISPLAYER 
showrooms at 1147 Sixth avenue, New Y ork is 33” high and 24” wide. 
City 19, under the name of Display Service cA | Squares are 16x 16”, 
The firm represents Zaria, Far East Art i : large enough to display 
Imports, and Jay Gee Studios. Additionally, \ a Shirts and hats. Use as a The above illustration shows the WS 220 displayer 
a line of fabrics will be carried and the firm right or left displayer. Has horizontally, with a variety of tops and uprights 
will offer a service in locating special items | *3 metal fittings to receive TOPS AND UPRIGHTS FOR MULTI-SQUARE DISPLAYERS 
for customers. uprights andtops. Finish- = 1. 714 COLLAR OR HAT TOP.... $1.00 each 
od Blonde Oak. Transper- = No, 36 SHOE DISPLAY TOP........... ¥.2S8 each 
ent Grey Oak finish avail- = 74. 73g TROUSER DRAPE TOP..,...... 1.00 each 
Decker Appoints | har a are No. T23—CELOTEX SHIRT TOP......... 1.00 each 
eo. 8 No. TSO—FLAT SHELF TOP... ‘ 1.95 each 
Distributors $1500 cach No. WS218—6”, 9”, 12” UPRIGHTS. ...... 1.50 each 
The Decker Corporation, 1222 Montrose | No. WS219 Tops and Uprights Extra No. WS218— 18”, 24” UPRIGHTS - 2.00 each 
street, Philadelphia, has appointed two dis- 


Peete! ART R. COHEN COMPANY 
lacquers. These are Shur-Nuff, Inc., 422 = 
Canal street, New Orleans 12, and E. 


Castle, 21 Main street, Oklahoma City. 810 PENN AVENUE PITTSBURGH, PENNSYLVANIA 





compensation, he will be glad to answer per- 
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Display Contest Winners Second prizes, same division: Ivan K. 
Diehm 3raunstein’s, Wilmington; Jack 
Named By VMG ae ig weer ag ee ae are 
me ed “v ; : f Wicks, Bressmer’s, Springfield, I]l.; W. R. 
The 1951 winners of the third annual re- Murray; R. H Custenborder; Edward Wick- 
| tail display contest staged by the Visual  |iffe, Ivey’s, Greenville, S. C.; Mrs. Gwen 
| Merchandising Group of the National Retail fEpting: S; 4) p : r , 
up spting; Samuel P. Alaimo, W. W. Mertz 
NOW, PUT MORE Dry Goods Association were announced at Company, Torrington, Conn.; George J. 
the 41st annual convention of the NRDGA, — Rogers. 
held at the Hotel Statler, New York ( ity, Third prizes, same division: Jack Wicks; 
in January. Irving C. Eldredge, assistant Jack Lannon; Mrs. Gwen Epting; George 
| manager of the VMG, presented awards to J, Rogers; John G. Barton, and Margaret 


the following: Hobbs. 

INTO YOUR | First prizes in various merchandise classi- First prizes, $5,000,000 to $15,000,000 vol- 
WINDOW DISPLAYS | fications, for the stores up to $5,000,000 ume : George H. Wagner, J. L. Brandeis & 
| volume: Jack Lannon, Bright Stores, Inc., Sons, Omaha; Ted M. Solomon, A. Harris 
eal | Lansford, Pa.; W. R. Murray, Cain-Sloan & Co., Dallas; Charles A. Merrill, S. Kann 
Company, Nashville; John E. Cooke, Coul- Sons Company, Washington; Charles F. 
ter’s, Los Angeles; Robert Custenborder, Ferrell, Lowenstein’s, Memphis; E. F. Par- 
Goldwater's, Inc., Phoenix; Mrs. Gwen rett, Macy’s, Kansas City, Mo.; Carlos 
Epting, Kirven's, Columbus, Ga.; I. H. Robles, Roos Brothers, San _ Francisco; 
Wingate, Jr., R. E. Powell & Co., Salisbury, Joseph Stinghen, Weinstock-Lubin & Co., 
Md.; George J. Rogers, Rankin’s, Santa Ana, Sacramento; Allen L. Bixby, Wolf & Des- 

Calif.; John G. Barton, Schear’s, Evansville, sauer, Fort Wayne. 
and Margaret Hobbs, L. L. Stearns & Sons, Second prizes, same division: Paulene 
Williamsport, Pa. Alisch, Hecht’s, New York City; Charles 


wenn penne 
display 


TRADE PERSONALITIES No. 106... 





wnsnewtnw 
window 
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Bonn in B0sTON, 1915. ENTERED DISPLAY 
— 20 YEARS AGO AS AN APPARENT! " 
Combine your own origi MAN IN ALOCAL DEPARTMENT STORE. AFTER 
nality with the best ideas POSITIONS WITH SEVERAL GOSTON FIRMS, BE- a i 
i i CAME AN ASSISTANT DISPLAY MAN 0 W 0 ; P 
sonnabond Sy the “tony MANAGER'S BERTH JUST AS THE 





display artists of the world. WAR BROKE OUT. JOINED 
4 THE NAVY EARLY IN 1942; 


INTERNATIONAL = 6g MD seven 34 eats rn 


. ° — Pea OVERSEAS DUTY IN, THE 
Window Display, | mo PACIFIC. 


Edited by WALTER HERDEG, 
Editor of Graphis 





For the first time, a big new book that 
brings you all the ideas and techniques 
used by famous window display experts 
from all over the world — master artists 
— — England, Switzerland, : : 5 

erica and many other lands. Over Ae eo : Pe i PETRIE xe 
400 glowing illustrations and a highly si j ; AGAIN A CIVILIAN, ’ 
informative text are jam-packed with | e M + i” He } BOUGHT WINDO-ART DISPLAY 
suggestions and fundamental rules — to vc ie Bg Bo ‘aac } 1. CO., BOSTON. AFTER SEVERAL 


give you windows that call for attention, 


and displays that sell goods faster. There | XPANSIONS, IN 1961 WINDO- 
are special sections, each written by an | ; ; ; 4 4 Aer MERGED WITH 56-YEAR 
mew, on Seemiee display, manne- bie ; f X 5, yi OLD JOSLIN SHOWCASE & 
quin design, display units and paper Ee NS , 
sculpture. An essential book for large or | ee } . ’ FIXTURE CO., AND ASSUMED 
ay store owners, window designers : "4 : {TS PRESENT NAME. THE FIAM 
and artists. 280 pages, 914 x 117%, 403 Bo Fa ra MANY KNOWN 
‘ilustrations, 7 in full color. Text and } : 2 i 3 HANDLES WELL 
captions in English, French and German. ; os F DISPLAY LINES. 

$12.50 g ene d f 
see it 10 pays FREE 


PELLEGRINI & CUDAHY, Dept. DW-2 
41 East 50th Street, New York 22 ’ P 
Please send me International Window Dis- | as Bs 
play tor 10 days’ free examination. At the vies $ 2 pony BELIEVE ' 
pee 10 days I agree to remit $12.50 plus , THIS OME, MYSELF ! 
eoltins or return the book postpaid. (We 
Pay postage on orders accompanied by remit- 
tance. Same return privilege.) 





Name 

Address 

City Zone State 
Firm 
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A. Ferrell; E. F. Parrett; Carlos Robles, 
and Joseph Stinghen. 

Third prizes, same division: Ted M. Solo- 
mon; Paulene Alisch; Charles A. Merrill; 
E. F. Parrett; Charles Ellis, McCurdy’s, 
Rochester, N. Y.; Joseph Stinghen. 

First prizes, $15,000,000 volume and over: 
Robert L. McCorkle, Bamberger’s, Newark; 
Harold McLaren, The Bon Marche, Seattle; 
Del Le Sage, The Crescent, Spokane; Reed 
Schlademan, The Fair Store, Chicago; 
Adrian Delsman, Famous-Barr Company, 
St. Louis; Lee W. Court, Wm. Filene’s 
Sons Company, Boston; Joseph J. Sjursen, 
Frederick & Nelson, Seattle; Roy Thomp- 
son, The Hecht Company, Arlington, Va.; 
Leonard M. Pons, D. H. Holmes Company, 
New Orleans; E. L. Vollmer, Joseph Horne 
Company, Pittsburgh; William E. Mixon, 
Kresge’s, Newark; W. Arthur Gray, Lans- 
burgh & Brother, Washington; Henry Calla- 
han, Lord & Taylor, New York City; John 
R. Foley, Macy’s, New York City; John 
Koenig, Macy's, San Francisco; Stanley E. 
Thompson, The May Company, Los Angeles ; 
Findley Williams, Sears, Roebuck & Co., 
Chicago. 

Second prizes, same division: Robert L. 
McCorkle; Harold McLaren; Reed Schlade- 
man; Adrian Delsman; Joseph T. Sjursen; 
Leonard M. Pons; E. L. Vollmer; Walter 
V. Krysto, Jordan Marsh & Co., Boston; 
William E. Mixon; W. Arthur Gray; Henry 
Callahan; Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham; John R. Foley; 
Frank Sauter, interior display manager, 
Macy's, New York City; John Koenig; 
Emile F. Alline, Maison Blanche, New 
Orleans; Stanley E. Thompson. 

Third prizes, same division: Robert L. 
McCorkle; Harold McLaren; Adrian Dels- 
man; FE. L. Vollmer; Henry Callahan; 
Frank Sauter; Stanley E. Thompson; John 
N. Boulware, Miller & Rhoads, Inc., Rich- 
mond; Findley Williams. 

Contest judges were Mrs. Elsie Brown 
Barnes, vice-president, Parson’s School of 
Design; Hugh Horner, Mademoiselle maga- 


zine, and Tom Lee, Tom Lee, Ltd., all of | 


New York City. 


New Pyrex Display 
Shows Full Line 

A new Pyrex display bar which shows 
a full line of Pyrex ware has been devel- 
oped by William Melish Harris in conjunc- 
tion with the Salt Lake Hardware Company, 
one of the largest distributors of hardware 
and housewares. This merchandising fix- 
ture features a set of six “Plastikolor-Pix” 
transparencies of colorful Pyrex ware prod- 
ucts in home use situations, which stimulates 
the imagination of the housewife shopper 
by showing her how attractive and useful 
Pyrex products can be. 

This principle of portraying the product's 
advantage to the customer has been well 
established for many different products 
and has shown amazing results in increased 
sales of the items portrayed; sales in- 
creases range from 100 to 500 per cent. 

The Pyrex merchandising fixture was de- 
veloped for use in housewares departments 
in hardware and department stores, and is 
one of a series of fixtures employing the 
same visual merchandising techniques jointly 
developed by William Melish Harris and 
The Salt Lake Hardware Company. 


OES RLAY WOES 


he accent’s on more sales... with 


At the SEARS ROEBUCK STORE in Atlanta, Ga., the 
recent installation of Amplex Swivelites assures 
flexible accent lighting today and for years to come. 


IT’S TRUE in stores everywhere ... when you 
highlight merchandise you boost sales! And 
it’s just as true that in accent lighting there's 
nothing like Amplex Swivelites for efficiency 
and economy. The last word in modern design, 
Swivelites are made of aluminum with a per- 
manent satin finish. Their double-ball swivel 
permits instant, positive positioning. Venti- 
lated hoods give longer bulb life. And all the 
basic units of Amplex Swivelites are inter- 
changeable with each other . . . arranging new 
lighting effects is quick, easy and inexpensive. 

Get the whole story about Amplex Swivelites 
right now. Just write Amplex Corporation, 
Dept. B-2, 111 Water St., Brooklyn 1, N. Y. 


[ 
Be. 





AND HERE'S SOME 
MORE OF THE 
AMPLEX LINE 


““Hi-Hat’’ Recessed 
Fixtures 


0 


Reflector 
Spots and Floods 


OQ 


Hi-Bay Reflector Lamps 


~~ 


Street Lighting and 
Traffic Signal Lamps 


NY 


Industrial Infra-Red 








eps 


Sealed-Beam Reflector Lamps, Colorbeam Lamps, Spotlites and Floodlites, Industrial 


Infra-Red Heat Lamps, Vibration and Rough Service Lamps, Street Lighting Lamps, 
Traffic Signal Lamps, Incandescent Lamps, Fluorescent Tubes, Display Accessories. 








REG. U.S. PAT. OFF. 


TEMPERA 


Get that extra "selling snap" into your 
cards with PRANG 
They're live, brilliant 


displays and 
Tempera 
colors . . . They're easy flowing and 
work beautifully in brush, pen or air 
brush. PRANG Tempera will not flake 
or chip off and dries quickly to a soft 


satin finish. 


PRANG DAY-GLO TEMPERA 
is also available! They can be used 
alone or in combination with PRANG 
Tempera to create many unusual and 


startling effects! 
Write today for color cards. Dept. DW-6 


th American Crayon company 
New York 








UNUSUAL 
Natural Cured 
DESERT — MOUNTAIN 
DEEP SEA — ORIENTAL 


Woods and Foliages 
FOR 
THE DISPLAY TRADE 


Illustrated list on request 


“MAK AMING" 
Box 389 Colton, Calif. 


HE thousands of New Yorkers and 
| visitors who pass among the buildings 
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“Culture And Clothing” 
~ In Window Displays 


of Radio City find 
vying for their attention. 
the skaters in the ice 
exotic plantings of the 
inspect window displays 
world’s luxuries. 

One group of windows usually comes in 
for much attention — the Roger Kent dis- 
plays at the 5lst street corner. 

These unusual windows bring the stroller 
to a standstill because they have an in- 
triguing blend of culture and apparel. Not 
only is their decor eye-arresting, but they 
have the infallible appeal of the unexpected. 
People are attracted when they see such 
things as paintings of the ballet, historical 
theatrical costumes or original Winslow 
Homer lithographs. 

The impact on the public of these theatre, 
dance and allied art exhibits has won an 
enviable reputation for Roger Kent windows. 

The windows have gained such recog- 
nition that the Metropolitan museum, the 
Museum of the City of New York, the 
Brooklyn museum and noted private col- 
lectors have loaned material for various 
displays. 

The instigator of these windows is Leo 
Perper, president of the Roger Kent chain. 
A dynamic and successful executive, he is 
patron of the theatre, ballet and 


dozens of sights 
They can watch 
rink, examine the 
Promenade, and 
that offer the 


also a 
music. 
Among the outstanding windows that 
developed from Perper’s love of the theatre 
were a spread on “Henry V” with authentic 
armor from the Metropolitan museum; a 
photographic history of Katherine Cornell’s 
career; sketches of stage sets by Jo Miel- 
ziner; costume designs by the Motleys and 
Rolf Gerard; memorabilia of the Metro- 
politan Opera loaned by the Opera Guild; 
costumes from two centuries of New York 
theatre loaned by the Player’s Club and 
the Museum of the City of New York, and 
a commemoration of Gilbert Miller’s 35th 
anniversary of theatrical activity. 
Devotion to the dance led to a testimonial 
window honoring S. Hurok, the impresario, 
a close friend of Perper’s; the George 
Chaffee collection of Sadler’s Wells Ballet 
paintings, drawings and _ photo- 
Martha Graham; a mural of 
his Hindu Ballet by Kathi 
oils of the Ballet de Paris, 


pictures ; 
graphs of 
Shankar and 
Urbach; and 
among others. 

But the windows are not always turned 
over to the stage. Perper’s wide-ranging 
interests led him to show the famous “People 
of our Time” photographs by Carl Van 
Vechten, travel panoramas, sporting events, 
architectural drawings, paintings, sculpture, 
and to use windows to assist various chari- 
ties. 

Recently Roger Kent displays featured a 
group of fine wines, antique corkscrews and 
other vintner memorabilia from Bellows & 
Co., and the original drawings of paintings 
of the Time “Man of the Year” covers from 





1927 up to and including the year 1950. 

The man who inspires these windows is an 
embodiment of the American tradition. 
Perper came to this country at the age of 
14. Starting at Macy’s as a stock clerk, 
he rose rapidly to manager of the men’s 
clothing division. From Macy’s he joined 
Roger Kent as president. Under his guid- 
ance the firm has grown from one shop to 
13 in the major Eastern cities. 

“There is nothing incompatible in pairing 
clothing and culture,” Perper states. About 
his attention-provoking windows he com- 
ments, “Just as art reflects an era, so does 
its dress. When people stop to enjoy our 
windows, their eyes will naturally take in 
the Roger Kent clothes on display. Thus 
they are viewing both the quality of art and 
of the clothing of their time. The artistic 
decor also complements the atmosphere of 
our shops. So you see, I am not just a 
dreamy aesthete. I am completely aware 
that my bread and butter depend on my 
selling men’s clothes. And these window 
displays do sell clothes, besides giving 
artistic satisfaction to the beholder — who 
frequently becomes a customer, and bringing 
in customers is my major job.” 

Chicago Merchants Honored 
For Good Display 

Fifteen prominent merchants in the North 
Michigan avenue shopping area were ac- 
claimed by the American Institute of Deco- 
rators recently when Cornelia Conger, 
former national president of the AID, pre- 
sented the Institute’s Annual Merit Awards 
for outstanding window display accom- 
plishments during the past year. The awards 
were made during the North Michigan Ave- 
nue Association’s annual meeting which 
was held at the Arts Club with scores of 
property owners and retail merchants among 
the NMAA membership attending. 

Based on high standards maintained 
throughout the year, rather than on any one 
display, the awards covered different types 
of business and location problems. 

The 15 blue ribbon winners, who received 
scrolls individually inscribed with AID 
commendation, were as follows : Anna Flower 
Shop; Bes-Ben; Beverly & Valentine; 
Bonwit Teller, Inc.; Boyd-Britton; Malcolm- 
Franklin; Lackritz; Main Street Book Store; 
I. Miller Shoe Salon; O’Donnell’s Grocery 
and Market; Marguerite Pick; Spaulding 
& Co.; Taskey’s Antiques; Watson & Boaler, 
Inc., and Woman’s Exchange. 


Catalogue Issued 
By Brooklyn Firm 


A catalogue covering the spring and sum- 


mer season of 1952 has been issued by 
National Sawdust Company, Inc., 65 North 
Sixth street, Brooklyn 11, and will be sent 
free on request. Included are such items 
as fire retardant paint, colored pegs, rock 
sand, pearl chips, and others in addition 
to the “Kew-Bee Kut” line. 
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CHICAGO SALUTES 
MARSHALL FIELD 


[Continued from page 33] 


dramatizing spring merchandise. This show- 
ing was noteworthy in that the treatment 
was in a lighter and more modern mood than 
previous displays that characterize windows 
at Goldblatt’s. 

The sun’s rays were represented by yellow 
yarn directed to two patches of melting 
snow through which the first buds of spring 
were emerging. The copy, “Lined up for 
spring; these early blooming new fashions 
that are as decorative as the first, crisp 
bloom and every bit as welcome,” casually 
rested in the lower left corner where atten- 
tion was directed to it by three lines of the 
yarn drawn vertically from the ceiling. 

For some time Boghosse has been experi- 
menting with green to obtain a permanent 
background satisfactory under varied con- 
ditions. The green walls of these spring 
fashion windows were redecorated with a 
lighter value of the green than that which 
has distinguished Goldblatt’s chain of stores 
in recent months. 

Eight different suits of a line of 14 colors 
were used at The Fair with props that 
emphasized the timeliness and versatility 
of “Life Saver” suits, a brand name which 
Reed Schlademan, display manager, played 
up. Panels covered in natural burlap were 
decorated with foliage to which real “Life 
Savers” were pasted. The confections were 
also sprinkled in the scatter-grass flooring 
and were reproduced in exaggerated form 
and placed in various positions in the win- 
dow to bring out the color story. Tubes to 
resemble the packaged product were employed 
for the copy description, as a seat for a 
mannequin, and to complete the abstract 
design of the background. Neutral gray 
walls were basically lighted with green but 
a touch of red was played on the edges of 
the panels to give them an interesting tone. 

The magic word “Nylon” drew attention 
to a display of curtains at Goldblatt’s, 
shown as the customer would see them in 
her home. Three simulated windows in the 
display showed a like number of patterns 
while a fourth was draped back of the pros- 
cenium, giving a profuse display that 


brought out the crisp and frilly feature of | 


the material. 


Spanish Moss Offered 
Display Field 

Natural Spanish moss in colors is being 
offered the display field as a decorative by 
Rainbow Moss, 717 Toulouse street, New 
Orleans. It comes in blue, pink, green and 
orchid in lengths 4 feet long and 4 inches 
in diameter. 


Dick Kester Joins 
Rike's, Dayton 

Richard Kester has resigned as display 
manager of Herpolsheimer’s, Grand Rapids, 
in order to join The Rike-Kumler Company, 
Dayton, as assistant to Joe Vent. His suc- 
cessor at the Michigan store has not been 
named at this time. Kester was with the 
firm nearly four years and before that time 
was with Rothschild’s, Kansas City. 


WORLD 


DiS PEAY 


feo} THE SQUARE! the Newest Idea 


on the Market for Displaying 


Decorative... Versatile 

A New Korrect-Way Wood Displayer that spotlights 
Men's Wear in multitude of ways. Use in verticle or 
horizontal positions, Unit is equipped with metal fit- 
tings to receive tops and uprights in all positions. 
Makes feature displays of shirts, shoes, hats or com- 
plete ensembles. The trimmed displayer creates its 
own window background effect. 


No. WS220 
FIVE SQUARE DISPLAYER is 56" high and 34” wide. 
Use in vertical or horizontal positions. Has metal fit- 
tings to receive tops and uprights in either position. 
Squares are 16"’x 16". Finished Blonde Oak. Trans- 
parent Grey Oak finish available on special orders. 
$3 75 0 each 
Tops and Uprights Extra 
™ No. WS219 
TWO SQUARE DISPLAYER 
is 33" high and 24” wide. 
Squares are 16"x 16”, 
large enough to display 
shirts and hats. Use as a 
right or left displayer. Has 
metal fittings to receive 
uprights and tops. Finish- 
ed Blonde Oak. Transpar- 
ent Grey Oak finish avail- 
able on special orders. 


$1500 ..., 


Tops and Uprights Extra 


eS, 


Men’s Ware 


The above illustration shows the WS 220 —~ 
horizontally, with a variety of tops and uprights 


TOPS AND UPRIGHTS FOR MULTI-SQUARE DISPLAYERS 


No. T14—COLLAR OR HAT TOP 
No. T36—SHOE DISPLAY TOP.... 


No. 
No. 
No 
No 
No 


$1.00 cach 
... 1.75 each 
- 1,00 cach 
. 1,00 each 
1.95 each 
1.50 cach 


. T38—TROUSER DRAPE TOP... 
. T23 ~CELOTEX SHIRT TOP. 

. TS0—FLAT SHELF TOP.... ee 
. WS218—6", 9”, 12” UPRIGHTS....... 
- WS218— 18", 24” UPRIGHTS 


KEHOE DISPLAY FIXTURE CO. 


541 MARKET STREET 


SAN FRANCISCO, CALIFORNIA 








BriGutest Le 3 iN 


The GoldE Rotochrome creates in- 
terest, attracts attention, gives every 
display colorful life. Remember, 
moving color moves merchandise! 


6 continuous color changes--totally 
enclosed — absolutely safe — com- 
pletely automatic — compact and 

— 500 watt brilliance — 
sturdy base—adjustable beam size. 
500 watt—500 hour long life lamps 
available. Pipe clamps, wall and 
ceiling hanging brackets also sup- 
plied at nominal cost. 


a ideal for store windows, 
displays, exhibits, shops, 
hotel lebbies, theatres, etc. 


gldf Rotochrome 


SPOTLIGHT 


pECTION 
ae 
Ligut ? 


GoldE Manufacturing Co., Dept. DW-1220 W. Madison St., Chicago 7, Ill. 











& 
| Available at 





& 
FOUR IN ONE 


vse PLASTIC 
BATE 


* DUST-PROOFS 
* DE-STATICIZES 

o@ genuinely new 
plastic cleaning 


Without a 
agent that 


Rinsing or 
ishing. 
does four 
jobs in 
one, 


SAVE TIME! 


Plastic Bath” 
is amazingly easy-to-use, 
1. Just dip the fixture in Plas- 
tic Bat 
2. Then allow to air-dry. 


SAVE MONEY! 
Costs Only 643% « Gallon 
One 6 oz. bottle of ‘Plastic 
Bath” concentrate when 
added to water will make 30 
gallons of ‘Plastic Bath” solu- 
tion. Mix just as much “Bath” 
as you need, 


ONE 6 oz. bottle 
$2.00 


Absolutely no other plastic 
cleaner can perform the job of 
cleaning ond de-staticizing 
plastic fixtures os effectively 
and quickly as “Plastic Both.” 
No other cleoner gives the 
same positive dust-repelling 
action. 


ovr local jobber or write to 


Noteth raft PRODUCTS INC. 


4540 LONGRIDGE AVENUE 
VAN NUYS, CALIFORNIA 


MANNEQUIN WIGS! REPAIRS! 


Herse-hair and _— wigs made te 
ae Old qt made 
F service. 


ESTELLE BOBIC K 


964 21ST STR SAN PEORO, CALIF. 


| ing area sell practically the 


| their emotional 





USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$4.00 Per Column Inch— CASH WITH ORDER 


} sess and buy . . . they 








DISPLAY WORLD 


DISPLAY MUST HAVE 
SHOWMANSHIP! 


[Continued from page 25] 


| goods alone will sell more goods to more 


people faster? 
While planners should make it easier to 
see and feel goods faster, they will not sell 


| more goods to more people until they recall 


a prime psychological fact .. . namely, that 
the desire to own almost anything starts 
with an emotional appeal. 

In a good display, two forces work to- 
gether to produce a sale . emotion and 
reason. 

Proof should appeal to reason. It creates 


acceptance furnishes evidence of the 


| advantages promised, makes the looker feel 


that his purchase will be safe and wise. 
People need and want facts ... both as 
reasons and excuses for buying, to justify 
to themselves a buying decision which may 
really be based on their emotions alone. 

The more effectively you present your emo- 
tional appeals, the more fully will the facts 
be accepted and believed. 

In other words, the heart has a lot to do 
with dictating to the head what to believe 

. and even more what to do about it: 

The mind usually tells us we can’t afford 
it... that we don’t really need it... and 
that we shouldn’t buy it. 

But in spite of all this clear reasoning, 
the emotion makes us want it. And if the 


| emotional appeal in store displays is strong 
| enough, the mind can be made to reason 
| that we really do need it. 


As long as several competitors in a trad- 
same things at 
the same prices, it will be almost imperative 
for these competitors to use additional props 
yr settings so that the merchandise of the 


| one may be made more emotionally appeal- 


ing than that of his competitor. 

The presentation of medium-priced, popu- 
lar-styled merchandise in desolately tidy 
warehouses, no matter how efficient they 


| may be, is not sufficient to generate the emo- 
| tional 


interest that makes more people 
stop — look — and buy! 

What possesses management to insist that 
merchandise and signs themselves, in show 
windows and interiors, will appeal to the 
human emotions? 

Newspaper and magazine ads are filled 
with artwork and layout to arouse an emo- 
tional appeal to buy. 

For every 30 minutes of radio and tele- 
vision time there are 26 minutes of comedy 


| or drama contrived to stimulate consumer 
| emotions. 


Stores know that the other advertising 
successful only in relation to 
appeal. Why eliminate 
emotional appeal from the display medium? 
Yet thev do just this when they appropriate 


media are 


| too little money for display artwork or 
drama that will pack their merchandise 
presentation with emotional appeal. 


By the same line of reasoning, windows 


| and interiors of stores also need something 


more than merchandise and showcards if 
they are to stop and sell more people faster. 
They need emotional appeal . . . they need 
settings that can arouse the desire to pos- 
need symbols that 
can create moods of romance, gaiety, youth, 


FEBRUARY, 


NEW MANIKIN 
RENTAL PLAN 


FIRST MONTH $15 THEREAFTER 


$5 


MONTHLY 


WRITE FOR DETAILS 


MADISON 


America's Largest Manikin 


Refinishers & Wig Stylists 


NEW YORK—152 West 25th Street 
CHICAGO — 11 South Desplaines 
DALLAS—1209 S. Industrial Bivd. 


FACTORY-ON-WHEELS 














Top Sty l; sts In Wire 


Large Flower Cart Displayer 


You'll fashion attractive merchandise displays 
with this graceful flower cart. It's movable— 
wheel it wherever you want it. Collapsible for 
easy storage. Sturdily constructed. 
LFC-72—72"' high, 24" wide, 36" long 
Each $89.50 
FC-30 (not shown)—Flower cart displayer. Same 
as amove without criss cross arch. Sturdy 
construction. 
— 30" wheels, 48"' long, 30"' high, 24"' wide 
. $57.50 


See Your Jobber or Contact: 


» a Harry €. Choc isn 


5219 Centre Avenue, Pittsburgh 32, Pa. 
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leisure, etc. . . . they need props that 
through the association of ideas will stimu- 
late appropriate impressions of value and 
quality. 

When modern planners propose that the 
merchandise should “speak for itself” they 
do little to promote impulse buying. Im- 
pulse buying is done purely through emo- 
tional appeal . . . emotions, incidentally, that 
can only be aroused after the eye has been 
made to look. When a shopper knows 
pretty much what she wants she will search 
through the racks or tables until she finds 
it, true . . . and modern store layout makes 
it possible for her to do just this with 
speed and ease. 

3ut on her way to and from the depart- 
ment where she planned to shop she can 
be made to look at other things she did not 
plan to buy, if these other items are 
dramatized visually in such a way to arouse 
an emotional desire to possess. 

We can do this if if we dramatize 
these new items with settings, props or dis- 
play devices large enough and emotionally 
appealing enough to make the disinterested, 
moving eye look and the moving emotion 
want. 

The fact that there is too little emotional 
appeal in displays is no fault of display 
manufacturers or display directors. Talent 
and ideas are plentiful. The reason lies 
with management in its unwillingness to 
spend enough money on the production of 
drama or emotional appeal at the point-of- 
sale or in show windows. 

The terms “merchandise presentation” 
and “visual merchandising” are taking on 
meanings not originally implied. They now 
seem to mean the compact, efficient exposure 
of the most merchandise in the least possi- 
ble space, in such a way that the customer 
can “get at” it quicker, pay her money and 
get out quicker. 

This is super-market merchandise. pres- 
entation at its best. But because it works 
so efficiently with food stuffs doesn’t mean 
it works efficiently with other lines. A 
dress is no longer a dress ... it’s a fashion. 
An electric refrigerator is a thing of beauty, 
not a box in which to keep things cold. 

In adapting the efficient starkness of a 
super-market to store layouts selling soft 
lines and home furnishings, planners may 
not be analyzing the emotions of their cus- 
tomers properly. 

Since 1940 this country has seen the 
growth of a new middle income group of 
over 50 million families. This new income 
group now has the money to buy many con- 
sumer goods denied it previously. It is a 
group that is supporting most of the middle- 
priced promotional stores. 

We assume that this new group is made up 
of “shopping bag” customers .. . that they 
prefer to buy apparel, home furnishings and 
hard lines the way they prefer to buy 
groceries. 

As a result, stores have been planned 
to sell this new income group the “direct 
way’—devoid of emotional appeal—free of 
props and impression settings. 

In doing this, we must assume that this 
new market is made up of hard-boiled, 
sophisticated shoppers down-to-earth 
and wise, but utterly free of emotion. 

How wrong can we get? These new 
customers are most emotional about their 
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MAGNANI 
MANNEQUINS 
in PLASTIC 


made LIGHT— 
priced RIGHT! 


A whole NEW line of the famous 
MAGNANI MANNEQUINS, under 
the supervision of Mr. and Mrs. 
George Magnani offered on a 


POPULAR PRICE level. 


12 NEW MAGNANI 
MANNEQUINS 
—Over 100 Other Styles 
to Choose From! 
JOBBERS: Choice territories still 


open. Write for complete in- 
formation. 

RETAILERS: Contact your local 
jobber for information. If he 
can't supply it, write direct and 
we will send complete data. 


VISIT OUR NEW SHOWROOM! 


GOLDSMITH & SONS 


330 Broome Street 
New York 22, N. Y. 

















GDM FLEXI-TURN 


World's Most Flexible 
Turntable for TV 


LOOK AT THESE FEATURES! 


@ Runs at any speed from | to 20 RPM. 

@ Clockwise or counterclockwise. 

@ Instantly reversible 

@ By remote control can start, accelerate, 
reverse, oscillate, slow down, stop on 
dime. 


@ Speed can be doubled or halved .. . 
with flick of a switch 


@ Carries up to 200 pounds, centered, on 
18" dise 
@ Cost—$250. Delivery 4 to 6 weeks 


GALE DOROTHEA 
Elmhurst, Long Island, N. Y. 








Go Natural with Beautiful Colored 


SPANISH MOSS 


IDEAL FOR SPRING AND SUMMER 
DECORATIONS 


Streamers—4' long, 4'' diameter 
Colors—Blue, Green, Pink, Orchid, Yellow, 
Orange, Fuchsia $2 ea. 
Gold, Silver for Anniversaries . $3 ea. 
Black Light treated streamers 
Create Beautiful Romantic Daylight-Moon- 
light scenes . $5 ea. 
Moss looks beautiful under strong lights 
slightly moving from oscillating fan being 
played on it indirectly. 
Special trial offer $2 streamer for $1. 
See coupon. 


rrr 


RAINBOW MOSS 
c/o Mardi Gras Museum 
New Orleans, Louisiana 
Please send streamers @ $! each 

C) Green 

[) Fuchsia 

CJ Pink 

= aon } $2 each 
Find check enclosed. “8 
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EASTER 


Order NOW 


for 
Easter Display 


Contact your Jobber or order direct. 





YELLOW e VIOLET @ SPRING GREEN @ ROBIN BLUE @ PINK e@ WHITE 


EGGS 


Made of glass in natural size, they look 
just like the real thing. Packed one gross 
to the carton in the following colors: 








(IMPROVED COLORING) Priced as before in even grosses at $20.00 
ALSO GOLD EGGS 


MALROS COMPANY 
"The House of Colors" Box 279 — Dover, N. J. 


a ca 











a nine 











When in New York 
Visit 
“The House of Naturals” 


for 


TROPICAL 
EASTER 
sPRING 


and 


SUMMER 
Items 


Write for Price List 


ARTS aw FLOWERS" 


DISPLAYS, INC. 


Manufacturers @ Importers @ Creators 
43 W. 5éth St., near 5th Ave. 


New York City 19, N. Y. 
*U. S. Reg. Trade Mark. 














FOIL BORDERS 


Quiltex and Reflex Patterns in 100 ft. rolls 
1”, 1%” and 2 widths. 


SPRING AND SUMMER 


Pastels and Light Colors. 
Swatches and Prices on request. 


THE MULDNER COMPANY 


397_ Bridge Street Brooklyn 1, N. Y. 
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shopping. They are relatively inexperienced 
buyers. They are completely starry-eyed 
when acquiring new possessions. 

They like to find merchandise easily .. . 
pick it up and feel it... know quickly what 
it costs . . . but the first stores that put 
warmth and drama... in short, emotional 
appeal . . . into their displays will pull 
these customers away from cold, colorless 
competitors. 

Well-designed props, settings, flowers, 
mannequins, and fixtures will give stores 
drama and emotional appeal . . . and man- 
agement can show higher sales at a lower 
promotion cost if it will nourish this sales 
potential with higher display budgets in- 
stead of frustrating it with so-called cost- 
saving reductions. 


Plier Staplers 
Now Ready 
Markwell Mig. Company announces that 
new and improved long-reach industrial 
“MP3” and “MP4” all-steel plier staplers @ CHANGEABLE PINBAK 
are now available. These heavy duty units 
have a 25-inch reach and use % and %- @ SANBAK — GLUE ON 
inch Markwell staples, either round or flat 
wire. @ CHANGEABLE TRAKK 
The pliers are excellent for fastening 
decorative materials, putting up broadsides, 
posters on posts, etc. They open up for MITTEN 
use as tackers. Further information and 
catalogues will be sent on request to the DISPLAY LETTERS 
firm at 200 Hudson street, New York City 13. 2 West 46th St., New York 
aan sa sorrel or Redlands, California 
Melnicove Announces Dept. DI 
VMG Appointments 


Harold K. Melnicove, chairman of the | » 
board of directors of the Visual Merchan- 
dising Group, National Retail Dry Goods WINDOW DISPLAY 
Association, and director of merchandise 
presentation for The Hecht Company, Wash- MATER | AL 
ce oom sp yoann ee of — BECKER SIGN SUPPLY CO. 
display directors to fill vacancies on the 319-321 N. Paca St. Baltimore 1, Md. 
VMG board. Those selected are William S. nesta 
Grover, H. & S. Pogue Company, Cincinnati, 
and Lee Wardrip, The Ernst Kern Com- PLEASE MENTION DISPLAY WORLD e 
pany, Detroit. WHEN WRITING ADVERTISERS e 
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"Rainbow Pearl Flakes" 
Are New Product 

“Rainbow Pearl Flakes” are a new prod- 
uct announced by Edward C. Ballou Com- 
pany, 116 Hudson street, New York City 
13. They give a beautiful opalescent effect 
and “are desirable for those looking for 
something different than glass tinsels,” ac- 
cording to E. C. Ballou. The material is 
available in five meshes. 


Tilner Succeeds Art 
At Mullen & Bluett 

Following the resignation of Fred Art, 
Joe Tilner has joined Mullen & Bluett, Los 
Angeles, as display manager. He was with 
the store several years ago, but more re- 
cently had operated a men’s wear store in 
Santa Monica. 


Chicago Club Members 
See Demonstration 

The February 5th meeting of the Chicago 
Display Club was held at the Hamilton 
hotel, with the feature of the evening being 
a demonstration of the use of “Celastic” by 
Ben Walters, head of the New York City 
firm bearing his name. He was given en- 
thusiastic applause at the conclusion of an 
interesting presentation. 

John Bowman, managing director of the 
National Association of Display Industries, 
discussed the part of the local club in a 
Pilot School Clinic sponsored by the NADI 
and the University of Illinois. 

Plans were made for the spring golf 
tournament, the 1952 “Queen Contest”, and 
the Monte Carlo night scheduled for March 
4th. 


Maharam Introduces 
“Loomtex" Flooring 

Maharam Fabric Corporation, 130 West 
46th street, New York City, has introduced 
“Loomtex” flooring for spring. The pattern, 
created on sturdy 53%-inch display paper, 
gives a broadloom effect with a_ third- 
dimension illusion. Skillful blending of 
colors produces tones that add depth and 
distinction. The complete color range in- 
cludes gray, yellow, pink, cerise, spring 
green, grass green, light blue, and turquoise. 


Searles Leaves Sachs 
For Bakery Corporation 


Steve Searles has resigned his position 
with Sachs Quality Stores, New York City, 
to become display director for the Bakery 
Corporation of America, Melrose, Mass. The 
latter firm has 35 Haviland Candy Stores, 
including bakery, in the New England area 
around Boston. 


Zosenchuck Now With 
Best & Co. 


Mickey Zosenchuck is now with Best & 
Co., New York City, as assistant to Gilbert 
Squarey, display manager. He had been 
with the interior display department of 
Lord & Taylor. 


May Heads Display 

For Kirven's 
James May is now window display 

director of Kirven’s, Columbus, Ga. Mrs. 

Gwen Epting, formerly in this position, is 

now head of interior decoration. 
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JUMBO-SIZE PHOTO CUT-OUTS 


Write for descriptive literature D2 or visit 
THE PHOTOMURAL CENTER OF AMERICA 


RCS STUDIOS 


123 NORTH WACKER DRIVE 


SELL 


A PRODUCT OR AN 
IDEA! 

Ideal for distinctive 

windows, trade shows, 

conventions, banquets, 


or anniversaries. 


(Div. of Rapid Copy Service, Inc.) 
STATE 2-5977 CHICAGO 6 











LIBERAL ALLOWANCE 
For Your Old ins 


Write us for complete details. 
REINERMANN FIXTURE CO. 
343-345 W. 4th St. Cincinnati 2, Ohio 











=ROCKET EXPRESS SYSTEMS= 


MONO-RA L TRAINS 





THIS “SPACE SHIP” RIDES CHILDREN 
OVER YOUR TOY DEPARTMENT. SAVES 
FLOOR SPACE. PAYS FOR ITSELF TOO! 


LIMITED NUMBER OF INSTALLATIONS 
AVAILABLE FOR 1%2. WRITE NOW TO 


CLINTON B. CLARK 


179 N. LOMBARD OAK PARK, ILL. 











DISPLAY YOUR PRODUCT IN BRILLIANT 
SPARKLING pone tpn 


Say " a in quantity! Rich s 

clean highlights, precision fidelity. Used 

nk ria 
BUY DIRECT- our prices are eye-openers! Satis- 


faction, fast service GUARANTEED. Write for 
WITH samples and _— Color 
ie ‘AO-COLOR CORP. Gams 

AD-COLOR prettier ttn td 


TRANSPARENCIES AND COLOR PRINTS 


transpar- 


correction for ult 











USE THE 


OPPORTUNITY 
EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


* 
$4.00 Per Column Inch CASH WITH ORDER 

















STYROFOAM 


FOR EASTER 





*Eggs 
ALL SIZES 


Full Round 
| Colored in 
| Spring Pastels 


STYROFOAM PANELS 
Up to 100" long—24" Wide 
Jobbers’ Folders Now Ready! 


PRODUCTS 
6415 N. CALIFORNIA AVE.. CHICAGO 45, ILL. 
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Lispuay PHOTOGRAPHS 


Weekly photographic reports of outstanding window 
and interior displays in New York and Los Angeles 
department stores . . . complete with three-dimensional 
color transparencies and full descriptions ... tailored to 
your specific needs . . . an accurate, indispensable help 
for your display department. Write for full information. 


Retail Reporting Bureau, 101 Fifth Ave., N.Y. 3, N. Y. 














Craig Is Elected 
By California Group 


vt} » Am Ad tn a ae mae ; 
in Ss \) “e) BLO C We Louis Craig, F. C. Nash Company, Pasa- 


dena, was elected president of the Southern 


REALISTIC SNOW TEXTURE BUY California Display Club at the organiza- 
FIREPROOF + LIGHTWEIGHT 


- ay - a ee 2 Kelly, Desmond’s, becomes chairman of the 
" one 4 oe 3 y, n 3 ‘ 
(5 ee vi : ad FROS TE board of directors. 
Fe <h P Other officers are, vice-president, Paul 


tion’s meeting on January 29. Harold 


from C. Smith, J. W. Robinson Company; secre- 

tary-treasurer, Mrs. Elizabeth Hearn, 

your Western Display; board members, Ray Fer- 

bin ; tig, Forman & Clark; Leo Weyman, The 

” i DISPLAY Carrata Company; James Stewart, The May 

q ' | Company-Wilshire; Ted Dexter, D. G. 

Williams, Inc.; Robert Westlund, Broad- 

a | JOBBER way-Pasadena, Pasadena; James McCrack- 

; ‘ en, Sears, Roebuck & Co., Inglewood; 

i George J. Rogers, Rankin Dry Goods Com- 

ath e— it of. \~1| & aa ere >) Se 9 - So] | Oe A 4 oe ho OS Oe) pany, Santa Ana; S. J. Kaczmarek, 

Florsheim Shoe Shops, and Merlin Luick, 
Broadway-Hollywood. 


for Sales Promotion of Winter Sports—you need a 


FROSTEE SNO BLOCKS — FLAKES — FINE SNO | From Glass Doors 


A new device combining plastic easy-grip 
Mfd. by European Producer by Special License weatherstripping with an extruded rubber 


Frostee Sno Company FROSTEE SNO PRODUCTS inset that will eliminate drafts, dust and 


‘ os any whirring noise from air passing 
ANTIOCH, ILLINOIS Blikkfang” Torget 8, Oslo, Norway through abutting glass doors, has been 








named “ABCO” and was recently intro- 





duced by the Abbott Glass Company, 160 
East 120th street, New York City 35. 


Announcing a New Product... Designed exclusively to fit tempered 


“Herculite” glass doors and constructed so 

FR LAC WER that it can be easily slipped on and off the 

edges, “ABCO” was developed by Abbott 

: after a year’s research for the best method 
This is a Pearl Essence Lacquer using water for the solvent. Dries to correct the draft problem experienced by 


quickly. No disagreeable smelling solvent required. Wash brushes practically everyone having modern glass 


i : door installations. 
in water. Six colors: Pearl, Crimson, Green, Blue, Gold, Orchid. Glass dealers through whom the new de- 


tpa 2.00 vice has been used experimentally report 
16 ounce Jar on id, $ | it to be highly effective in use on both 
Set of six postpaid, $10.00 single and double action doors. Numerous 
glass door installations where traffic is 


THE DECKER CORPORATION take is a tome oF eater tal hate 
1222 MONTROSE STREET PHILADELPHIA, PENNSYLVANIA creased the efficiency of air-conditioning 


| systems. 























FEBRUARY, 1952 


DISPLAY WORLD 


January Medal Awarded 
To William Meissner 


S DISPLAY WORLD's International 
Display Contest gets under way for 


the third year, the first 
award to be made in 1952 goes to William 
Meissner, display director for Ohrbach’s, 
Los Angeles, for the window pictured here. 
The award is a gold medal, which, as 
contestants know, is given each month for 
the best display entered during that time. 
In this particular window, Meissner com- 
bined a scenic background with ornamental 
side wings, a snow-covered floor, and simple 
props for an excellent showing of ski-wear 

During 1951 the International Display 
Contest drew more than 3,200 entries from 
all parts of the world and it is expected that 
still more will be received from the 1952 
event which began January 15 and continues 
through December 15. 

As in previous years, almost every type of 
merchandise and service is represented in 
the 98 classifications in which entries may 
be made. When the judging is done at the 
conclusion of the contest a gold, silver and 
a bronze medal will be awarded for the 
three displays selected as winners in each 
classification. Three points will also be 
awarded for each first place, two for second, 
and one for third. ‘The person who receives 
the greatest number of points in all classi- 
fications will be presented with a handsome 
gold plaque, suitably inscribed. Runner-up 
will receive a similar plaque of silver, and 
one of bronze will be presented for third 
grand prize. 

Last year’s top winner Harold 
McLaren, display director, The Bon Marche, 
Seattle, who thus repeated his win of 1950. 
Tom Comerford, Lit Brothers, Philadelphia, 
received the silver plaque, while Clement 
Kieffer, Jr., The Kleinhans Company, Buf- 
falo, was awarded the bronze plaque. 

Entries may be sent in at any time and 
in any quantity. Those received during a 
given month will be judged for the gold 
medal awarded each 30 days, but such 
awards will not count toward the final 
selections. 

Entry is made by means of a black and 
white photograph, preferably 8 by 10 inches 


consecutive 


was 


in size. Entries must be unmounted. On 
the rear of the photograph must be written 
the name of the displayman, the name of his 
store or other institution, address, and the 
classification in which the display is to be 
entered. (A complete list of the various 
classifications and contest rules will be 
found elsewhere in this issue.) 

Any displayman anywhere in the world 
may enter. It is not necessary to be a sub- 
scriber to DISPLAY WORLD to do so. 
The entire purpose of the contest is to en- 
courage better display in all lines, and to 
make some sost of tangible recognition for 
excellence in display. 

Entries should be addressed to Contest 
Editor, DISPLAY WORLD, Cincinnati 1 
Revolving Trays 
Display Small Wares 

An answer to the display problem of dis- 
orderly and crowded counters is 
claimed by the manufacturer of a recently 
developed display case. Designed for fish- 
ing lures, notions, hardware and jewelry, 
it will display properly over 350 fishing 
lures, thousands of flies and other small 
items in approximately 5 square feet of 
floor space. 

Forty-four trays 
chain driven by a silent electric motor. Any 
desired tray can be brought into view by a 
flip of the two-directional switch. 

Fourteen of the 44 trays are visible at all 
times. The trays, molded of cream 
styrene plastic, are 29 inches wide, 14 
inches deep, and 1% inches across. A 
serving door at the top of the case permits 
the easy removal of complete trays, or of 
single articles from a tray. Additional stor- 
age space is provided in the bottom of the 
case. 

Construction is of prima vera 
natural blond finish. The show case is 
standard counter height. The plate glass 
portion is 16 inches wide, 20 inches high 
and 32 inches long. 

Descriptive literature is 
The Berg Company, 310 
Madison 4, Wis. 


shelves 


revolve on an endless 


color 
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NEW 


FOR 


STRIKING 
DISPLAY EFFECTS 





SUNFAST SEAMLESS 
= PAPERS 

Z Created and Designed by 
GUSTAVE RUBNER 


“GROOVED GRAINS" 


In the NEW Width 
> 107" (x 8 yds.) 


< Rich wood-grain surface provides dis- 
tinctively modern three-dimensional 
effect. Imparts the “decorator touch” 
to the creation of dramatic windows, 
columns, floorings and backgrounds. 


“PRIMITIVE WOODGRAINS" 


53%4" x 8 YDS., 50 YDS., 250 YDS. 
Full Yardage Guaranteed! 


ORDER THROUGH YOUR DISPLAY 
JOBBER 





Call or write for Brand New 1952 
SAMPLE SWATCH BOOK 
Showing Our Complete Line 


TEmpleton 8-3720 
NEW 








—NEW NEW— 











It's New... Order Now 
SEA GULL DISPLAY 


Add that needed touch to your interior and 
window displays. 26 in. high. Solid Florida 
pine. Beak slotted to hold merchandise. Hand 
carved and painted in natural colors by world 
famous wood carver, Jonathan Jones. Wings 


detachable for easy storing 
25° 


PREPAID 


R. H. GRAINGER 
181 CATALAN BLVD. 
ST. PETERSBURG, FLORIDA 


10% discount on lots of 
3 or more. Money back 
guarantee 











You Need 


Signs for every purpose 

. quickly and economi- 
cally produced . from 
attractive Barron Styrene 
Letters. 

Call your jobber or write 
today for FREE illustrated 
catalog No. 236-B and sam- 
ples. 


‘BARROW 


Sign it with + 
; STYRENE LETTERS 


J. E. BARRON & ASSOCIATES 
310 Power Bldg. © Cincinnati 2, Ohio 





DAS PLAY WORLD 


| Silvray Introduces 


New Light Unit 

A new, all-purpose, glare-free incandes- 
cent downlight providing interchangeable 
spotlight or floodlight distribution has been 
introduced by Silvray Lighting, Inc., New 
York City. Known as the “Silver-spot,” 
the compact, easily maintained unit makes 
use of the new standard, low-cost 100-watt 
A-21 silvered-bowl lamp. The light beam 
output of the unit is said to be greater than 
that from equipment using 150-watt pro- 
jector or reflector lamps. Readily installed, 
it is available for both recessed and surface 
mounted applications. 

Designed for efficient, precision-controlled 
light projection, the “Silver-spot” has a wide 
range of commercial and industrial uses — 
show windows, wall and floor displays, 
table and counter lighting, and a variety of 
other uses in department stores, shops, and 
similar establishments. 

With the silvered-bowl lamp as the source 
of light, the unit contains a reflector to 
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which all light is directed. The silvered 
bowl acts as the primary light collector, 
collecting all light emitted from below the 
filament. The bowl redirects the light to 
the reflector which, in turn, beams it down 
through louvers to the area being illumi- 
nated. In this way, all the light from the 
lamp is controlled by the reflector, thus 
eliminating “light spill.” 

For additional information, write to Silv- 
ray Lighting, Inc., 1270 Sixth avenue, New 
York City 20. 

Burnside Replaces Blaine 
At Hochschild's 

Following the resignation of Joseph Blaine 
as display director of Hochschild, Kohn & 
Co., Baltimore, James F. Burnside has been 
appointed as his successor. He has been 
with the store for more than 30 years, and 
for the past eight years had been first 
assistant. Blaine, who went with Hoch- 
schild’s in 1947, has not yet announced his 
future plans. 





LSTZEY WARADE No. 153 





Hernoon sine wooowaro & 
LOTHROP ON OCTOBER 15, 1915--- 
EMPLOYED JUST FOR THE 
CHRISTMAS SEASON AS “WINDOW- 
ORESSERS HELPER.” 
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DISPLAY MANAGER -WOODWARD & LOTHROP , WASHINGTON , D.C. 


v YEARS LATER, He’ WAS 
STILL WITH THE FIRM , AND 
WAS. MADE “ASSISTANT TO 
THE HEAD WINDOW DRESSER” 

ON MAY 31 1929, HE WAS 
APPOINTED INTERIOR DISPLAY 
“MANAGER AND THAEE YEARS 

SLATER BECAME MANAGER OF 
BOTH WINDOW AND INTERIOR 
DISPLAY. 


WSIDE OR OuUT- 
Side ITS THE 
Same. IT HAS TO 
SELL Goons ! 


| ACTIVE IN CIVIC AFFAIRS, 
HERNDON SERVED AS CHAIR- 
MAN OF THE DISPLAY 
COMMITTEE FOR THE 195) 
COMMUNITY CHEST DRIVE. 


HAS NO PARTICULAR 
INTEREST IN SPORTS WITH 
THE EXCEPTION OF BASE- 
BALL. 


“yf oo fife 


a seer 
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Display Originals Company 
Makes Known New Line 

Display Originals Company, 312 East 
Third street, Los Angeles 13, announces a 
new line of display products made of flex- 
ible neoprene. Featured by the firm are 
“Manikin Flexi-Shoes,” said to be the first 
shoes made expressly for mannequins. Also 


included are “Golden Glo” blouse shells, 
suit forms and neckwear displays. “Sav-a- 
Forms,’shown at the December Market 
Week are now available with scalloped neck 
and in rough finish. Another product is the 
giant display hand pictured here. 

In addition to the above items Display 
Originals is also featuring a line of hard 
rubber millinery heads with moulded hair 
or with horsehair wigs. 

The firm is owned and operated by Gilbert 
and Florence Laurence, who also operate 
Madisonia in the 11 Western states. 

Complete details, including photos, will 
be sent on request. 


Craftint Announces 
"Palet-Pad" 

A new disposable artists’ palette has been 
developed by The Craftint Mfg. Company, 
Cleveland. Called the “Palet-Pad”, this 50- 
sheet unit is available in 9 by 12 inch and 
12 by 16 inch sizes, offers amateurs and 
professionals a completely oil-resistant white 
surface that eliminates messy palette clean- 
ing. The oil-soiled used sheet containing 
leftover paint is simply torn off and a fresh 
palette surface is immediately provided. 


Advertising Bibliography 
Offered By University 

The new sixth edition of “100 Books on 
Advertising” is now ready for release by 
the School of Journalism, University of 
Missouri, and single copies will be sent 
free on request. The university is located 
at Columbia, Mo. The book was compiled 
and annotated by Donald H. Jones, pro- 
fessor of journalism. 


OS LAY. WOkt-) 


Illustration shows a wide variety of sporting goods equipment displayed on 
a Peg-Board permanent wall installation. A complete line of Peg-Board 
Fixtures are available to display almost any merchandise. 


Simple, Easy-to-Erect Peg-Board Displays 
Show More Merchandise at Less Cost 


You can show more merchandise to more people at less cost with Peg-Board 
than with any other panel or wall display fixture. Merchandise can be 
arranged on the board any way you wish — and it can be changed quickly. 
Peg-Board is simple and easy to use. Peg-Board fixtures can be attached to 
the “board” in less time than it takes to tell about it. When you wish to 
change “Peg” arrangements, merely slip them into new positions . . . no tools 
required . . . nothing to go out of order . . . nothing to require replacement. 
Peg-Board can be used with almost any merchandise you sell—in fact, any 
merchandise that can conceivably be hung or suspended. Investigate the many 
advantages of Peg-Board. Write for complete details today. 


% Nhe ‘| Look For This Trademark — 
ot tag . It Identifies Genuine Peg-Board 

















For Complete Information and Prices, Write for 
New Broadside No. 21-D. 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVENUE ST. LOUIS 3, MISSOURI 








Add Real Life to Your 
Southern Vacation Displays 


WITH 


NATURAL SEA FANS, STAR FISH, 
AND SHELLS 


Direct from the Florida ocean beds. 
Also flocked in all colors. 


WEESE 


If your jobber cannot supply you, 
order direct. 


JACK DE 


203-205 S. Miami Ave. Miami 32, Fla. 
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Arthur Brown & Bro’s. Encyclopedia 
of Art and Drawing supplies! 


* Silk Screen Materials 

* Artists Supplies 

* Drafting & Drawing Materials 
* Papers, Boards, Pads 

* Airbrushes & Compressors 

* Craft Materials & Plastics 

* Picture Frames 

and hundreds of other art essentials 


FREE . Write on your letterhead— 
® you’ll receive this valuable 
catalog at no charge. ise 





ARTHUR BROWN & BRO. Inc 
2 West 46th St. New York 19. N Y 











TRADE 
SECRETS 
FOR 
DISPLAYMEN 


Here's the SECRET of a “'Spring- 
time" window or showcase that 
really sings’! 

Try our beautiful LITHOPANE 
No. 1311 —sleek, striking! Simple 
to pre-letter, easily affixed to 
glass, amazingly effective. 


If you're having Easter Display 
Problems, banish them. There is 
poetry in glorious stained glass! 
Lithopane No. 506 is an authentic 
replica of the best in church win- 
dows. Inspiring and beautiful. 


ORDER a few rolls from your 
jobber to-day. Or write direct. 
On sale at 


GARRISON-WAGNER CO., 2018 Wash- 
ington Bivd., St. Louis 3, Mo 


ADLER-JONES CO., 52! S. Wabash 
Ave., Chicago 5, Ill 


NATIONAL EQUIPMENT CORP., 919 
Boadway, Kansas City 6, Mo 


ISINGLASS VALANCE CO. 


5206 Tilden Ave. * Bklyn 3 N Y 
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NADI News 


By JOHN F. BOWMAN, JR. 
Managing Director, National Association of Display Industries 


EETINGS during the Market Week 
} M last December resulted in the fol- 
lowing recommendations and reso- 
lutions on policy governing activities of the 
National Association of Display Industries: 
(1) That the annual Market Week devoted 
to fall and Christmas lines be scheduled for 
New York City during the period June 26 
| to July 3, 1952, with the event open to buyers 
on June 28, 29, 30 and July 1 and 2. Head- 
quarters were again reserved at the Hotel 
New Yorker. 

(2) That the present method of assigning 
space be continued on a “first come, first 
served” basis. The members and the di- 
rectors considered various alterations in this 
policy but finally. decided unanimously to 

| maintain the status quo. Exception was 
made in the case of ballrooms, parlors, etc., 
wherein assignment was to be made in ac- 

| cordance with previous occupancy and the 
individual requirements of exhibiting mem- 

| bers. The actual working out of space was 

| left to the discretion of the managing di- 
rector 

(3) That a cocktail party and three days 
of entertainment for women guests of ex- 
hibitors and buyers be scheduled similar to 
the arrangements in Chicago during the 1951 
Market Week. 

(4) That the regulations governing de- 
posits on space at Market Weeks be changed 

The deposit for the first room 
reserved will be $100; for 
space unit the 


| as follows: 
or space unit 


each additional room or 


deposit required will be $50. The directors 
further decided that all billing for Market 
Week spaces shall be made directly to the 
member exhibiting. 

(5) That a three-man committee be ap- 
pointed to investigate the problems of pub- 
licity for the display industry and submit 
recommendations as to the dissemination 
and distribution of information favorable to 
the display industry. 

During the past month many visitors have 
called at the NADI office on their trips 
through Chicago, or have telephoned. Among 
them were Ed Arkow of Arkow-Lewis As- 
Philadelphia; Bob Favreaux of 
Favrex Designs, New Jersey; Warren Gal- 
lagher of Coy, Disbrow & Co., Inc., New 
York City; Bennie Allaun of General Dis- 
play Studios, Los Angeles, and L. J. Dwig- 
gins of the Reyburn Mfg. Company's Chi- 
cago office. 

The president of the NADI, Earl W. Gast- 
hoff, has approved a request from the Uni- 
versity of Illinois College of Commerce and 
Business Administration that the NADI co- 
operate in the presentation of a point-of-sale 
promotion clinic during the latter part of 
March. Plans for this clinic are being 
formulated and will be reported to the mem- 
bers directly. It will be designed primarily 
for small retailers. If successful, the ma- 
terial and information gained will be co- 
ordinated for presentation to other universi- 
ties and colleges throughout the country and 
a program of clinics to publicize display 


sociates, 











—Lace and wire is the new theme of Cook & Meier, Inc., Chicago, in the firm's bird-bath, 
fountains, columns and basket, done in black with pastel contrasts. Bird cages have a display 
shelf at the base, and contain feathered birds— 
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A NEW 


MARBALIA 


BOOK IS NOW READY! 


It contains samples of two 
hundred numbers. 


WRITE IN FOR YOUR COPY 
TODAY 


Samples also available of our com- 
plete line of decorative papers and 
coordinated fabrics, including: 


e TORTOISE SHELL 
e PYTHON 

e ZEBRA 

e LACE EFFECT 

e WOOD EXOTIC 














Demand the Oldest Name 


— Electric Turntables! 


ol0-Sho 


Ro ELECTRIC orO 


Your assurance of top peonignor ty 8 ROTO- 
SHO Electric Turntables are used by mer- 
chants throughout the world for trouble-free 
action displays. Sturdy steel construction, 
powe: A.C. motor permit load capacity up 
to 200 lbs. 18” table revolves 3 times a 
minute. Ceiling units and eve rt ga for 
background displays also availab' o-4% 
Build-up fixtures too. 


MODEL 
"712" for 
LIGHTED 
MOTION 


Two-way electric outle. permits novel, self-con- 
tained lighting effects or operation of electrical 
devices while table turns. Will revolutionize your 
window trim! 


MODEL "A" 
ROTO - SHO 
Standard for the 
world! The action 
display-way to 
boost your sales. 


See your local jobber, or write us for complete 
catalog of ROTO-PRODUCTSI 


GENERAL DIE & STAMPING COMPANY 
Integrity Since 1919 
Dept. O, 262 Mott Street, New York 12, N. Y. 
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associations 
at the local 


business 
Conducted 


through school and 


will be developed. 


| or state level, the program offers many op- 


| about 


education and 
and benefit for 


the 
retailer, 


portunities for 
the smaller 


play industry 


profit of 
the dis- 


for the 

to be 
leading the 
field but all types of display items seem to 
be moving well. conversations with 
display salesmen and with of the 
customers it that no one particular 
item or type of item is predominant at this 
writing. Colors to be tending to 
promotions that well with gray and 
related neutral 


Preliminary on business 
spring and 


Decoratives as usual are 


reports 


Easter seasons continue 


good 


From 
some 


seems 


seem 

go 
shades 
Research 
still available 
Stock of 
still 


Visual Merchandising 
No. 1 and No. 2 


office 


Reports 
from the 
No. 1 is 
having 


are 
of the association. 


depleted and members 


| copies of this report are requested to notify 


| nation on 


| and 


| directors 


| general advantages of buying from 


} er. 
| there 
| association 


| members in the 





the association office. The directors have 
set a policy of repurchase for resale or do- 
the part of the various 
libraries, etc., which are writing 
formation on the display field. 
Look for a new 


the NADI 
other 


schools, 
for in 


advertising approach in 
pages of the various magazines 
media in the near future. The 
have authorized planning of 
in the format and the style. To 
date the rough layouts and copy have been 
made up with final approval scheduled for 
sometime in April or May. The ads will 
stress the value of NADI member products, 
the reliability NADI and the 
NADI 
members. Particular emphasis will be placed 
the integrity expressed by the 
the association and what it means to a buy- 
In conjunction with the 
will be a series of news 
activities for trade 
merchandising publications. 
Directive 9 to CMP Regulation No. 1 lifts 
the controls on non-nickel bearing steel. It 
will no longer be necessary to obtain 
CMP-4B “tickets” to purchase this type 
metal, sometimes called “chrome _ stain- 


changes 


of members 


on crest of 


releases on 
media and 


less steel.” 

The program for scrap steel is still behind 
schedule from reports presently available. 
While the NADI has not taken any formal 
step to organize manufacturers and 
scrap drive, the association 
urges all members to do their 
supplement the available supply of steel 
scrap from whatever sources they may have. 

The nominating committee of the NADI 
has begun work the preparation of a 
slate of candidates for the election scheduled 
in connection with the annual meeting of the 
members next June. Under the chairman- 
ship of George Silvestri, Silvestri Art Mfg. 
Company, Chicago, the committee will screen 
candidates for the next two months. A 
list of member executives will be prepared 
for final presentation prior to the meeting. 
In addition, the committee requests that all 
members submit suggestions through the as- 
sociation office for the various offices and 
for the three members of the board of di- 
rectors whose terms expire this year. Of 
course, nominations from the floor at the 
time of the meeting are not excluded. Final 
form of the ballot will be determined by the 


on 





advertising | 


other | 


utmost to | 


| 
| 
| 











you re working 
too hard 


IF YOU'RE NOT USING 


DUD -FAST 


“ONE HAND DOES IT" 


TACKERS 


THE GUN TACKER 


For General Display Work. 
Drives 4”, 5/16” and 3%” staples. 


THE HAMMER TACKER 
For Heavy Duty Tacking Work. 
Models to drive staples up to 9/16”. 


Duo-Fast gives you the unusual com- 
bination of top quality tackers com- 
bined with lowest prices. 

All Duo-Fast users also get the benefit 
of the famous Duo-Fast Free Service 
Guarantee. 

38 sales and service offices in principal 
cities. For complete information write 
to: 


FASTENER CORP. 
858 FLETCHER ST. 
CHICAGO 14, ILL. 
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Complete and 
Comprehensive course in 


WINDOW DISPLAY 


and INTERIOR DESIGN 
and DECORATION 


at the Whitman School 


Leads to interesting positions with good 
salary ranges. FREE Placement Bureau 
State Licensed — Request Catalog. 
CLASSES NOW FORMING 


170 RIVERSIDE DRIVE, at 89th St. 
New York City  TRafalgar 3-1200 


GRD THD TAD FWD TWD FD 





PLEASE MENTION DISPLAY WORLD 
WHEN WRITING ADVERTISERS @ 
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BEAUTIFY YOUR WINDOWS 


WITH OUR REALISTIC IVY 


Our products are used extensively for home 
decorations, and we can ideally serve you for 
window display. 

We also manufacture other foliage and ex- 
quisite flowers to be attractively used in show 








cases, as 
They are 
before shipment. 


120 W. CHICAGO AVE., CHICAGO 10, ILL. 


well as for interior decoration. 
shaped into their natural form 
Write for catalog. 


EMPIRE ART PRODUCTS 











e Cuts designs to any size 
@ No holes to bore 
e Simple to operate 
@ Portable 


MODEL 
K-10 
CUTAWL 


SAVE TIME — LOWER COSTS 
Write for FREE Catalog! 
International Register Co. 


2622 W. WASHINGTON BLVD. 
DEPT. 22-W, CHICAGO 12, ILL. 


FOR ALL CUTOUT WORK 








DEKADHESE 


“The cement that grips before it sets” 


THE DECKER CORPORATION 
1222 Montrose Avenue, Philadelphia, Pa. 











EXQUISITE SMALL FLOWERS 
For Show Case and Interior Trims 
Produce display effects impossible with regular 
lines of display flowers Unsurpassed beauty 
Tremendous Varieties in Stock 


MILTON S. AHRENS, INC. 
Importers — Mfgs. — Exporters 
56 W. 4th STREET NEW YORK 18, N. Y. 





number of candidates listed, with plenty of 
space for write-ins. 

Look for the announcement of the June 
1952 Market Week on space and exhibit 
information around the end of February 
or early in March. Final costs have not 
yet been budgeted but it appears the total 
figure for the event will run around $41,000, 
which is almost a third more than the 1950 
event. Increases in the rental cost of space 
accounts for more than half of the increase 
and the balance will be devoted to the en- 
tertainment approved for the event. 

May we remind you again that this is 
your feature in DISPLAY WORLD and 
that you can always submit information, 
news and other data for it. Names are 
always welcome, and this space provides 
publicity on a basis that will bring it to the 
attention of everyone in the display field. 


R  WtACE 


FEBRUARY, 1927 

The new Birmingham Display Club for- 
mally got under way with the election of the 
following officers: President, Harry W. 
Hoile, Pizitz Dry Company; vice- 
president, Joseph Apolinsky, Loveman, Joseph 
& Loeb; Earl H. Furman, Caheen’s, finan- 
cial secretary, and Eugene S. Cowgill, J. 
Blach & Sons, recording secretary. Thirty- 
five members were enrolled. 

Carl Balcomb, United Light & Power 
Company, was elected president of the 
Davenport, Iowa, Display Association at a 
reorganization meeting. 

Ray Williams assumed charge of display 
for Cohen Brothers, Jacksonville, Fla. 

Dorrell C. Sullivan, display manager for 
Schuette Brothers Department Store, Mani- 
towoc, Wis., joined the Schunk Company, 
Milwaukee, in the same capacity. 

P. L. Cox, formerly with the Newcomb- 
Endicott Company, Detroit, became display 
manager for Kline’s, of the same city. 

Dessauer Brothers Department Store, 
Fort Wayne, Ind., appointed C. McSorley, 
who had been a resident of Saginaw, Mich., 
as display and advertising manager. 

The Oklahoma City Display Club elected 
President, Fred Powers, Rora- 


Goods 


these officers : 
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baugh-Brown’s; vice-president, L. L. Wil- 
kins, Kerr Dry Goods Company; treasurer, 
J. H. Schwein, Barth & Myer; secretary, 
Harold L. Braudis, Harry Katz, Inc., and 
publicity manager, C. E. Batchelor, Pettee’s. 

Ralph Mason, retiring president of the 
Decatur, Ill., Display Men’s Association, 
announced his resignation with Bright 
Brothers, in order to take charge of window 
display for Owens, Inc., Rockford, II. 
Walter Masterson, who had been with the 
Linn & Scruggs Dry Goods Company, re- 
placed him. 


FEBRUARY, 1942 


Edward Roge was appointed display di- 
rector for Browning King, New York City. 

Cluett, Peabody & Co., Inc., New York 
City manufacturer of the Arrow line, ap- 
pointed Alois Fabry, Jr., to the newly cre- 
ated post of display director. He had been 
in charge of display for Wallach’s, of the 
same City. 

L. J. Charrot, head of the New York 
City firm of that name, was a guest of the 
Greater Cincinnati Display Club at a meet- 
ing during which tribute was paid to mem- 
bers leaving for the armed services; among 
them were Earl Schube, La Mode, and 
William Marting, Eck Brothers. 

Robert F. Snyder resigned as display 
manager for the Scranton Dry Goods Com- 
pany, Scranton, Pa., to take a similar po- 
sition with The Home Store, Dayton. 

The appointment of John Robert Riley 
as display manager of Bergdorf Goodman, 
New York City, was announced. He had 
been serving in an executive capacity to 
Mab Wilson, who resigned in order to join 
Lentheric, Inc. 

Melville Kay, formerly with Lloyd Display 
Equipment Company, New York City, joined 
Jas. B. Williams, Inc., of the same city, in 
a sales capacity to cover the mid-West and 
Southern states. 

H. E. Ambrose was named display man- 
ager for Chandler & Co., Boston, succeeding 
Charles Crawley, resigned. 

Del LeSage resigned as display manager 
for the Evanston and Lake Forest stores 
of Marshall Field & Co., and joined Den- 
ton’s, Nashville, in a similar capacity. 

Oliver Judson Blanchard left Goldman’s, 
Oakland, after 13 years as display manager, 
in order to join the army. 

Another display manager to answer the 
military call was Bob Clawson, of Cottrell’s, 
Denver. 


Frankel Announces Catalogue 
On Shoe Fixtures 


More than 250 different display fixtures 
and merchandisers for shoes are shown in 
a new catalogue just announced by Frankel 
Plastic Corporation, 493 Seventh avenue, 
New York City 18. Copies will be sent on 
request. 

Stanley Nettler, president, says, “This is 
the most comprehensive assortment of shoe 
display fixtures that has ever been presented 
to the shoe trade. I believe that retailers 
will be especially interested in our revolu- 
tionary new lines of multiple display shoe 
merchandisers. One group has been de- 
signed for interiors and another group for 
windows. Store tests have proven these 
displays to be real sales builders and a fac- 
tor in cutting selling expense.” 
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DIiSPLAY WORLD 


Contest Comments 


‘(PICAL of the reaction of prize- 
winners in DISPLAY WORLD’s Inter- 
national Display Contest for 1951 are 
the comments in the letters quoted below: 

“I got quite a thrill today when I opened 
your letter which announced that I was the 
recipient of the bronze plaque, four gold, 
three silver, and one bronze medal awards. 
Having only a few classifications to enter, 
I consider this an extreme honor. I assure 
you that it was a pleasure to cooperate, as 
it made me work harder. Inasmuch as I 
received a like honor (with the exception 
of the plaque) last year, I feel that this 
additional work paid dividends, proving 
conclusively that an article well displayed 
is half sold; our records show that hundreds 
of sales were attributed to the respective 
displays which we submitted. 

“I have always been an advocate of these 
contests because everyone profits: Your 
city, because attractive windows mean pro- 
gressiveness; your firm, because drama- 
tized windows get immediate results; your- 
self, because it gets you out of a rut and 
makes you do just a little bit extra.” 
Clement Kieffer, Jr.. The Kleinhans Com- 
pany, Buffalo. 

“Your letter and the gold medal came 
as a complete surprise. Believe me, this 
honor is immensely gratifying, especially 
to an amateur. It has only been within the 
past few years that banks have used win- 
dow displays and it’s a big hop from banker 
to displayman.”—Parker O. Bullard, as- 
sistant treasurer, Home Savings Bank, 
Boston. 

“Needless to say, we are very pleased 
over the award of the silver medal for our 
display in the International Display Con- 
test. At the present time the display is set 
up in our lobby where it is provoking much 
favorable comment. Your letter and the 
award of the medal will certainly add to 
its stature.’"—John Ring, assistant adver- 
tising manager, United-Carr Fastener Cor- 
poration, Cambridge, Mass. 

“I desire to express the deep appreciation 
of my staff and myself for your kindness 
in awarding this organization the silver 
medal in the International Display Contest. 
We are indeed proud that you and the 
judges have seen fit to accord us this honor 
inasmuch as so many outstanding displays 
were submitted for consideration. Incident- 
ally, we want you to know how valuable 
and informative we find DISPLAY WORLD 
in our work.”—Ben Stern, director, Office 
of Aviation Information, Civil Aeronautics 
Administration, Department of Commerce, 
Washington, D. C. 

“Once again I would like to thank you 
on behalf of our display department for the 
honor bestowed upon us for being awarded 
a bronze medal in the International Display 
Contest.”—Bob Levitsky, The Pep Boys, 
Philadelphia. 

“Mr. Charles V. Selby and I join in 
thanking you and your associates for their 
consideration in granting us the silver 
medal in the past contest. It was indeed 
a surprise, as I was forced to neglect this 
work part of the year through illness. I 


was very glad to learn that the entries were 
greater the past year, and I hope the entries 
for 1952 will be still more numerous. 

“We are making use of all the publicity 
we can get on this for the following reasons : 
It brings to the mind of the merchants here 
the fine work DISPLAY WORLD is doing, 
it stimulates business here, it places the 
winners in a class by themselves, and last 
but not least it is getting more displaymen 
and their firms interested in your maga- 
zine.”—J. A. Nichols, Selby Drug Company, 
Clarksburg, W. Va. 

“It is a great pleasure for me to ac- 
knowledge your nice letter which brought 
me the exciting news that I have been 
awarded a gold medal in your contest for 
1951. 

“I think it was a splendid idea of yours 
to start this International Display Contest 
and to continue it through the years. The 
results and interest were really great. Be- 
sides the awards you have given to display 
people for their outstanding work, I think 
many, many firms had and will have a 
great benefit out of these contests because 
of so many excellent displays which have 
already appeared during the past two years 
as a result, and for the other ones which will 
be created in 1952. 

“I will add the medal to my collection 
of awards and citations which I have re- 
ceived in so many contests in my long 
career as a displayman. Believe me, it is a 
great honor for me.”—Harry Kramer, Levy’s, 
Nashville. 

“IT received your DISPLAY WORLD 
award, and I wish to thank you for be- 
stowing on me such an honor.”—Al Gatto, 
Corrigan, Inc., Houston. 

“That was surely a nice surprise that I 
found in the mail Friday. I had not given 
much thought to entering the contest until 
the time I heard from you. Thank you 
very much. Mr. DeJarnette and Dr. Pollard, 
director of the Oak Ridge Institute of 
Nuclear Studies, were indeed pleased. They 
had our public relations department send 
out several newspaper and radio announce- 
ments at once, as you can see by the one 
clipping I have enclosed. 

“It might interest you to know that we 
are expanding our display department again 
and I believe in a month or two I will have 
a very interesting story for you on an 
international basis. Incidentally, we would 
like to hear from a young man (single) 
who is a better than average letterer, has 
had some silk screen experience and who 
is looking for an opportunity to make a 
name for himself in the display profession. 
If you know of anyone whom we can still 
teach our way and who is willing to make 
a few sacrifices to do so, please contact 
me or have him write to the museum ad- 
dress."—-Larry Sharp, American Museum 
of Atomic Energy, Oak Ridge, Tenn. 

“IT wish to thank you for your letter in 
which you advise me of my second prize and 
silver medal in the automobile showroom 
class of the 1951 International Display Con- 
test. I am indeed very proud of the award, 
especially since this is the second year in a 





Spring and Summer 


with 
HAMBERGER 


For spring and summer and 
the colorful display of the 
season Hamberger has a 
beautiful line of things to 
make your windows attract 
more and sell more. 


For help with your display 
problems see Hamberger, 
and let his many years of 
experience guide you 
through the coming season. 
Visit the Hamberger show- 
room when in New York 
City. You are always wel- 


come. 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 31st St., New York City | 








Easter Eggs 


Wood Flakes — Chips — Pegs 
Birch Poles — Trellises — Kut Grass 
— Sands — Shells — Yucca Poles — 
Bamboo—Cycus—Palmetto Leaves— 
Cotton Rope—Fish Nets—Glass Blocks 


Gives your displays color and effect. 
Good for creating unsurpassed scenes. 
Ask your jobber to show you our 
“Kew-Bee-Kut” line. If necessary write 
direct. 

















National Sawdust Co., Inc. (Display Div.) 
65 N. 6th St., Brooklyn 11, N. Y. 


Please send me new FREE Spring-Summer catalogue. 
Name 

Address 

City & State 


Attention of 
D.wW 














STUDY 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 

how to do every p! of window 

display work. Merchants, display 

men, women and Ts will 

find this course the finest of its 

kind. School founded in 1905. 
Employers: Free to you— 
Names of our Graduates. 

Write for literature. 


THE KOESTER SCHOOL 


3710-12 N.Cicero Ave., Chicago 41, Ill. 
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The Perfect Display Background p z= OT O 


for any season! 


No. 7 Are de Triomphe — In deep blue 
5 PANELS... .$55.00 complete 
14 Different Scenes for Every Season—Send for Complete Catalog 


MURAL 


FABRIC 


These colorful photo-scenic reproductions are 
being used with outstanding success every- 
where .. . for seasonal or promotional display. 
The fine rayon crepe may be cleaned and 
stored and used again and again. 


IMMEDIATE 
DELIVERY 


Per Panel 


Each panel 100" 
high, 42" wide 


ORDER DIRECT OR 
FROM YOUR JOBBER 


DECORATIVE DISPLAYS 


57-57 63rd Street, Maspeth, L. I., N. Y. 





Elastic Petal Top Wigs 


(Trade-Mark) 


Designed with rubber or buckram foundation 
and adjustable stee! band to insure permanent 
fit. Guaranteed workmanship, backed by years 
of experience Efficient service. Sold only 
through jobbers 

Jobbers: Several good territories 

still open Write for details 


NU-SHOW DISPLAYS, INC. 


97 Sixth Ave., BArclay 7-8974, New York City 








REAL BUTTERFLIES 
Colorful Bright Assorted Specimens 


Produce display effects with the assistance of nature 
For that summer and spring effect. 


Write for samples, prices and details 


AMERICAN BUTTERFLY CO. 


Butterfly Importers 


3706 Rosedale Road Baltimore 15, 


Maryland 








PICTURES 


FOR ALL DECORATIVE PURPOSES 


Suitable for framing, labels, plaques, 
tip ons for display and advertising. 
Sizes Up to 22" x 28" 
JOSEPH HOOVER & SONS CO. 


1270 Broadway New York City | 





row that I have received this distinction.”— 
Cornelius Savin, Bethpage, L. I. 

“I want to thank you for your nice letter 
telling me that our displays created for 
Ansco have been awarded two prize awards 
in DISPLAY WORLD’s annual contest. 
Needless to say, we were very pleased to 
know that our displays merited these 
awards which act as an incentive to try 
and improve our work each year. 

“You might like to know that ‘way back’ 
in 1928 I was the fortunate winner of the 
grand prize cup award received from Mer- 
chants and Show Window; that 
year our International Association of Dis- 
play Men convention was held in Toronto. 

“I was very happy also to note that my 
friend Clem Kieffer of Buffalo was one of 
the principal winners in the 1951 contest, 
as, believe me, there are not many names 
in this 195] list he or I would see in a 
similar contest of 25 or 30 years ago. It 
goes to prove that a man with experience 
and smart ideas such as Kieffer has can 
still stay on top year after year.”—Edward 
E. O'Donnell, Binghamton, N. Y. 

“We are very pleased to have placed so 
well in the recent contest. Sort of wish 
we'd submitted more frequently, and we 
might have placed even better. 

“I see it has been suggested to the Na- 
tional Retail Dry Goods Association that 
they issue points and a grand prize (in 
their annual contest). They must have 
gotten the idea from the DISPLAY WORLD 
contest. I think they are both very worth- 
while, and as I said before a great lift 
to those who enter.”—E. L. Vollmer, Joseph 
Horne Company, Pittsburgh 


Record 





“IT would like to take this opportunity 
to thank you and the judges of the Inter- 
national Display Contest for awarding us 
the bronze medal. The contest has created 
good will and friendship among our pro- 
fession. Much success for the 1952 contest.” 
—C, F. Ferrell, Lowenstein’s, Memphis. 

“We are indeed honored to learn from 
your letter that we are to be the recipients 
of one gold medal and one of bronze, these 
being awarded in your International Display 
Contest for the year 1951. These handsome 
medals arrived shortly following receipt of 
your letter and we hasten to advise that thes 
will be exhibited with great pride in our 
display department trophy case.”—Del Ford, 
Consumers Power Company, Jackson, Mich 

“I was certainly pleased to hear from you, 
and greatly honored to receive the gold 
medal and two bronze medals for our dis- 
plays. I wish there were some way that you 
could impress upon the druggists in the 
country the importance of improving their 
displays.”—Howard E. Metcalf, Duuington’s, 
3rockton, Mass. 

“I have received the bronze medal for 
my Father’s Day entry. I accept it with 
a feeling of humility and gratitude. Such 
an award is truly an honor and its presenta- 
tion, I feel, reflects the wonderful asistance 
of my staff. 

“DISPLAY WORLD’s International Dis- 
play Contest is a wonderful competition and 
participation by so many voices a resound- 
ing approval to one of the best ideas ever 
conceived to publicize the outstanding efforts 
of the display profession.”—William F. 
Meissner, Ohrbach’s, Inc., Los Angeles. 
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Opportunity Exchange 








WANTED 
Experienced Window Trimmer 
for high grade ladies ready to 
wear and shoe specialty shop. 
Splendid 


employment. Contact 


PESKIN’S 


CUMBERLAND, MD. 


salary and steady 


JOBBERS — ATTENTION! 
Closing Out Following New Merchandise . . . 


100 dozen Tee Stands, 4” base $10.50 dozen 

50 dozen Clip Stands, 3” base 7.50 dozen 

50 dozen Maple Collar Cups, 6”-9”-12” 12.50 dozen 

50 dozen Square Raw Pedestals, 12”-18”"-24” 16.50 dozen 
Minimum order 10 dozen of any kind 


All orders net C.O.D. 


E. GURIAN, 306 Broome St., New York City 2 


WANTED 
Window Trimmer 
Sign Painter 


for promotional depart- 
ment store. Steady em- 
ployment. Good salary. 


SKORMAN’S 
DEPT. STORE 


Ravenna, Ohio 








WANTED Experienced Window 
Trimmer and Combination Man 
in Northern Indiana thriving men’s 
and boys’ clothing store. Married 
or preferably single man. Give ex- 
perience, references and salary ex- 


pected. 
Address BOX 10HI 
Care of DISPLAY WORLD 








HELP WANTED 
WINDOW TRIMMER 


SHOWCARD and 
SIGN WRITER 


Promotionally Minded in 
Merchandising, Interior and 
Window DISPLAYS 
Children’s Wear Stores 
State: Age, Salary and 
Qualifications. 


Greenberg Brothers 


589 8th Ave., New York City 18 


FOR SALE — “BLISS” XMAS DISPLAY 


Your chance to have one of the nation’s most outstanding Christmas dis 
plays that stopped traffic for this store and can do the same for yours 
Series comprises 8 windows depicting “The Night Before Christmas” in 
dioramic show boxes each 5 feet long, 4 feet high, 3 feet deep. All in 
good condition, complete with motors for animation. Each of the 8 sections 
is self-contained, needs no assembling. Action in each section. All figures 
cleverly sculptured and beautifully costumed. Each unit in perfect mechani 
cal condition. Full details and photos on request. 


Priced at a fraction of original cost 


Address BOX 2JK 


Care of DISPLAY WORLD 


SALESMEN 


Manufacturer and Distributor, 
with large following, desires 
men to carry line of artificial 
other excellent 
display products. Many terri- 
tories open. No objection to 
non-conflicting lines. 


Address Box 2HI 


Care of DISPLAY WORLD 


flowers and 








DISPLAY SALESMEN WANTED 


By manufacturer for very profitable and original line. Only experienced 
with large following among department, chain, and specialty shops. No 
objection to non-conflicting lines. State territory covered, present lines 
carried, type of accounts called on and all other pertinent information 


Address BOX 2DE 
Care of DISPLAY WORLD 








JOBBERS 
Manufacturer is offering an exclu 
sive RATTAN AND REED line. 
Write today (on your letterhead) 
for full partieulars. Give credit 
references. 

Address BOX 2EF 

Care of DISPLAY WORLD 








WANTED 


Experienced 
Display Man 
for large men’s clothing store 


located in Good 
proposition for right man. 


Address Box 567 
PENSACOLA, FLORIDA 


Florida. 


CLOSE-OUT 
STAPLES 
| 


4 inch copperplated in 
boxes of 5040. 
69c per box 


Samples on request 


Address Box 12XX 
Care of Display World 


USED DISPLAYS 
WANTED 


Props and seasonal units, any 
size, in wire, wood, mache, 
Write 


giving details, prices, amounts. 


Address Box 2FG 


Care of DISPLAY WORLD 


plaster, wicker, etc. 


WANTED 


Mechanical Display for the 
promotion of fur storage. May 
be new or used, but MUST 
be “different” and capable of 
giving continuous, trouble-free 
operation for three month per- 
iod Send sketch or photo- 
graph with full information as 
to size, colors, price, etc. to 


E. J. JORDAN, JR. 


GOLDSTEIN’S 


Murfreesboro, Tenn. 




















DISPLAY PERSONNEL 
Thoroughly screened-submitted 
when they meet your requirements 
Displaymen—Designers—Artists 
Salesmen—silk screen 
JUDITH KOPPETT 
ORregon 5-8260 
Qualified Employment Agency 
140 West 42nd St., New York City 











DISPLAY 
SALESMEN 


visiting regularly large and 
small users wanted for all ex- 
clusive territories, by a promi- 
nent manufacturer and = im- 
porter of glassware for dis- 
plays. Highest commission. 
No objection to non-conflicting 
lines. 


Address Box 2CD 


Care of DISPLAY WORLD 


WANTED 
° e 
Display Assistant 

If you have had 2 years ex- 
perience in apparel display you 
can now show your ideas and 
capability in your own display 
department. Apply 


Turlock Mercantile Co. 


200 W. Main Street 
Turlock, California 











DISPLAY MANAGER 


With 6 years experience in de- 
partment store display — now 
with Ohio store of two million, 
eager for greater responsibili- 
tv. Married, dependable, capa- 
ble. Experience includes de- 
signing and producing creative 
displays for windows and in- 
teriors, quality lettering and 
sign writing. Has ability to 
instruct. Will re-locate. 


Address Box 2GH 


Care of DISPLAY WORLD 











February Opportunity 
Exchange Continued 
On Next Page 
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ae a eg INSTRUC 
ON—In Window Display. In op- 
po for over 40 wears with over 
2.000 graduates in nearly every 
in the world. Write 
THE KOBSTER SCHOOL, 
Koester Biig.. 371 WN. Cicere 
Ave., Chicago @, TLL 





Position Wanted! Not just an or- 
dinary display manager! But one 
who desires to grow with your com- 
pany, thinks “selling” as well as 
“pleasing arrangement,” has fresh- 
ness of thought, experience, skill, 
and education. For details, photo- 
graphs, interview, Address BOX 
2KL, care of Display World. 








FOR SALE 
ZW 6” letters and 
rom i¢” clear 
for 

ready for 
cents each. Min 

Cash with order. 

REX SIGN CO. of L. I. 

4-88 218th St., Queens Village, N.Y. 


us Stock 


Set of 
DOWS, & 
tion, 


cost $325.00 each, now $150.00 each. 


FOR SALE 

BLISS ROSE WIN- 
x 8’, in perfect condi- 
cartons. Original 


five 
original 


ELLIS STONE 
Greensboro, N. C. 








WANTED 


Al Capable Window Trimmer, 
for Ladies’, Men’s Apparel and 
Shoes, in better specialty shop 
in Northwest Michigan. Must 
make neat signs. Give all past 
positions and salary needed to 
start. Permanent position with 
pleasant conditions and living 
conditions. 


Address Box 2AA 


Care of DISPLAY WORLD 


within a radius of 150 miles of Lex- 
ington, 
giving type of store. 


WANTED 
WINDOWS TO TRIM 


Ky. Write for set up, 


Address BOX 2BC 
Care of DISPLAY WORLD 








OPENING NOW in 
volume 
partment 
ment 
display. 
COLUMBUS, MISS. 








large 
national chain de- 
store for manage- 
trainee experienced in 
Address BOX 709, 





USE THE 


Opportunity Exchange 
For Any WANT AD Purpose: 


e Positions Wanted 

e Help Wanted 

e Salesmen Wanted 

e@ Used Equipment For Sale 
e Used Equipment Wanted 
e Business For Sale 


1”x1lcolumn $ 4.00 2”x1column $ 8.00 
1” x 2 columns $ 8.00 2” x 2 columns $16.00 


Cash with order 


March Opportunity Exchange Forms Close 
March 7th 




















A 


Acme 


Advertiser’s 
Ahrens, Inc., 


Display 


American 
American Crayon Co., The 
Amplex Corp. 
Arnold Wood 
Arthur Creations 
Arts & Flowers 


Turning Co., 


B 


Barron & Assoc., J. E 
Becker Sign Supply Co 
Bobick, Estelle 

Brevel Products Corp 
Brown & Bros., Arthur 
Bulkley, Dunton & Co., Inc. 
Butler Mfg. Co., B. B 

Butler 


. wy 
A wane 


Paper Co 


c 


Capital 


Chicago Cardboard Co 63 
Group 38, 39 


Chicago Mfrs 
Cohen Co., Art R 53, 
Cohen Display Equip., 
Corsillo, Inc., 


D 


Darling Co., Inc., L. A 60 
Cover 


Back 
Laboratories, 


The 


Dean Color 
Decker Corp., 
Decorative 


Decorative Plant Co 37 
Jack 77 


DeWeese Displays, 


Bulletin Co 9 
Ad-Color Corp. 3 
& Exhibit 0 
Milton S 80 
Butterfly Co 82 


£3 


Merchandising Co. 47 


57, 65 
Harry C. 70 
Emil 4 


David 61 
74, 80 
Displays 82 


ADVERTISING INDEX 


Equipment Co. 
Originals Co 
Mechanisms, 


Display 

Display 

Dorothea Gale 
E 

Eaton Bros. Corp 


Empire Art Products 


F 


Fastener Corp 
Frostee Sno Co. 


G 


Garrison-Wagner Co., The 12, 13, 77 
General Die & Stamping Co. 
General Display Corp. 

Glamour Forms Co. 
Glo-Brite Products, 
Gold-E Mfg. Co. 
Grainger, R. H. 


Inc. 


H 


Hamberger, Inc., David 
Hansen Mfg. Co., A. L 
Hecht Fixture Co. 

Herzberg-Robbins, Inc. 


Hoover & Sons Co., Joseph 


I 


International Register Co. 


Isinglass Valance Co 


K 
Kehoe Display 
Koester School 


Fixture Co. 


Korrect Way Products P 
I 


nside Front Cover 
Parallel Mfg. Corp. 
Pellegrini & Cudahy 
L 


Ladon Co. 
Laverne Originals 
Lustra Corp. of America 


Lustra-Cite Industries, Rainbow Moss 


R C § Studios 

Red Wing Products 
Reinermann Fixture Co. 
Retail Reporting Bureau, Inc. 
Reyburn Mfg. Co., The 
Reynolds Electric Co. 
Reynolds Printasign Co. 
Rocket Express Systems 
Rustic 


Inc. 


M 


Madisonia Manikins, Inc. 
““Makaming” 

Malros Co. 

Marsh Wall Products, 
Memorial Grass Co. 
Merix Chemical Co. 
MiroFlector Co., Inc. 
Mitten's Display Letters 7. Ss 
Mold-Craft Co. 
Moldkraft Products 
Morgan Co., The 
Muldner Co., The 


Inc. 
Furniture Co,, Inc. 


Sherman Paper Products Corp. 
Showcard Machine Co. 
Inside Back Cov 


Silvestri Art Mfg. Co., The 
Southern Display Association 
N Stensgaard & Assoc., Inc., W. L. 
Sylvania Electric Products, Inc 
Ass'n. of Disp. Industries 
Nat'l. Card, Mat & Board Co. 
Nat'l. Sawdust Co. 
New York Mfrs. Group 50, 
Noel Mfg. Co. 
Nu-Show Displays 


Nat'l. 


T 


Tuco Workshops 


o Ww 
Walters, Inc., Ben 
Whitman School 
Williams, Inc., D. G. 


Ohlhorst, R. A. 
Orthwine Corp., Rudolph 
Opportunity Exchange 














Most display men are aware of this fact — that sign 
printing machines are a ‘“‘must’’ in today’s 
merchandising picture. 

Our suggestion above has to do with getting the 
right machine for your needs. Before you buy, 
make it a point to get all the facts on all the differ- 
ent makes available. Compare them in terms of 
original cost, simplicity, speed and ease of opera- 
tion, flexibility, durability, lasting economy. 

Our motive in this is simple. When a complete 








Before you invest... 
| INVESTIGATE 


See the one and only 
Showcard Machine 
before you buy 
sign-making equipment 











analysis is made, we're satisfied you'll want 
Showcard Machine. 

Here are just a few Showcard Machine advan- 
tages — low first cost; complete flexibility of type, 
layout and colors; performance assured by the 
only guarantee of its kind in the field. Let us give 
you the facts and we'll rest our case. 

A letter or a post card is all it takes. Why not 
write today — before you buy any sign printing 
machine. 


Showcard Machine Model A, 
one of several models which 


answer all requirements. 





ALL-PLASTIC 
ELEGANCE 


...ata price 


Darling’s popular 500 Series mannequins are made by an exclusive process that 
assures you the finest all-plastic 


and durable 


* construction available . 
2 


. extremely lightweight 
no seams to crack or pull apart fleshtone finish bonded to the 


plastic making it chip, peel and crack resistant 
strength 


rubber hands for flexibility and 
smart wigs in the latest coiffure styles all this, plus elegant: styling 
and the ability to wear clothes to perfection 


. yours for only $149.50. Write for free 
brochures or see your Darling Distributor today! 


4 4 L.A. DARLING COMPANY, BRONSON, MICHIGAN 
NEW YORK CHICAGO 


LOS ANGELES 





